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At Eastern Clinics: 


ABP Speakers 
Hit Controlled 
Circulations 


New York, Feb. 26—With a rec- | 


ord attendance of 447, the annual 
eastern clinics of Associated Busi- 


ness Publications yesterday fea- 


tured: 


1. Attacks by various speakers on 


controlled circulation. Alan Cole, 
executive v.p. of Breskin Publi- 
cations, expressed the sentiments 
of most publishers present when he 
declared, ‘“‘We’ve got to stop pussy- 
footing and double talk. We’ve got 
to attack the principle that give- 
away circulation can be compared 


with hard paid circulation. Con-| 


THE NATIONAL NEWSPAPER OF MARKETING 


Advertising: It's Still a Bargain for Business 


PERCENTAGE INCREASE: PREWAR TO THE PRESENT * 
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certed action by all ABC papers. 


is needed.” 


e 2. Warnings of an _ economic 


slump in 1954 were made ky sev-| 


eral speakers, and Nelson Bond, 
v.p. and director of advertising, 
McGraw-Hill Publishing Co., told 
those at a sales management panel 
they would be “ill-advised to an- 
nounce rate increases from now on 
unless absolutely imperative.” 

3. Whether or not special issues 
accomplish their purpose was 


| 


Lady Esther Plans 


$500,000 Drive for 
New Hormone Cream 


| 


| CuHicaco, Feb. 27—Lady Esther 


questioned by Harold A. Wilt,|Ltd. plans to spend $500,000 in 
business paper media director for ;2€wspapers and Sunday supple- 
J. Walter Thompson Co. There is ments on the introduction of its 
need for more promotion on edi- | €W $1 hormone cream. Ads will 


(Continued on Page 51) 


King-Size, Filter, 
Cork-Tip Cigaret 


Brands Announced 


New York, Feb. 27—Everybody 
wants his share of the cigaret mar- 
ket—regular, king-size or filter. 

This seems to be the modus 
operandi of the big tobacco man- 
ufacturers, who are revising their 
production schedules radically in 
an effort to please all the smokers 
all the time. 

Latest developments: Viceroy 
has gone king-size. Fatima and 
Dunhill will soen be available with 


cork tips. Philip Morris & Co. has | 


a filter cigaret in the works. 


® Brown & Williamson Tobacco 
Corp. introduced its new long 
Viceroy in Michigan and the Lou- 
isville area without fanfare. Like 
Chesterfield and Philip Morris, 
this filter cigaret will be mer- 
chandised as an either-or choice 
for smokers, who may select the 
standard or king-size lengths. 


Advertising in the test markets) 


will break next week in newspa- 
pers and on television. Ted Bates 
& Co. is handling the drive. 
William S. Cutchins, v.p. in 
charge of advertising for Brown & 
Williamson, said sales of the long 
Viceroy were going well in the 
two-state area. There is already a 
good demand for the product be- 
fore promotion has started, he add- 


a The company plans national 
distribution for king-size Viceroy, 


(Continued on Page 8) 


|point out that the Esther product 
| at $1 carries the “same 10,000 units 
per ounce as leading $3.50 creams.” 
| A feature of the ads, set to break 
April 6, is a box reading: “I will 
|forfeit $5,000 to the first person 
proving that any leading national- 
ly advertised hormone cream now 
sold, regardless of price, has a 
higher potency or is of finer qual- 
ity. Lady Esther.” 

Newspapers and supplements in 
all cities over 100,000 and in most 
| between 50,000 and 100,000 will 
be used. First 3 Markets Group, 
The American Weekly, Parade, 
and This Week Magazine are 
scheduled. Biow Co. is the agency. 


ws Lady Esther ran a six-month 
test market campaign in Denver, 
Louisville, Grand Rapids, Roch- 
ester, Oklahoma City, Portland, 
Ore., and Evansville, Ind. It said 
independent surveys “showed one 
‘of the highest consumer repeat 
sales percentage ever experienced 
in the cosmetic industry.” 

Counter cards, window and 
rack cards, streamers, envelope 
stuffers, counter display cartons 
and cooperative ad mats will be 
used. 


| 


| Leading Magazine, 


Farm, Supplements 


| Ad Campaign Figures 


On Pages 48 and 49, AA 
‘| reports dollar figures on 
leading brand advertising 
campaigns for 1952 and 1951 
in three media—magazines, 
farm magazines and newspa- 
per supplements. 


* Cost OF LIVING,ETC. INCREASES BASED ON 
1935-39 AVERAGE, PRODUCTION COSTS AND MEDIA 
COST-PER- 1,000 BASED ON 1939 FIGURES. 
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Cost of Advertising 
Went Up 5%in 1952 


Fourth Postwar Study by ‘AA’ Shows Advertising 
Is Still a Bargain, Despite Cost-per-1,000 Gains 


By Milton Moskowitz 


Cuicaco, Feb. 26—The cost of advertising rose sharply in 1952. 

The 1953 national advertiser must spend at least 5% more dollars to 
reach the same number of persons he did last year. 

An extensive study of costs—the fourth one made by ADVERTISING 
AcE since World War II—shows that the cost of living is finally catch- 
ing up with advertising. 


® The previous AA studies—in 1946, 1948 and 1951—demonstrated 
that advertisers’ cost-per-1,000 had gone up far less than other costs 
since prewar days. 

This is still true in 1953. The advertising dollar remains much 
sounder than other dollars, giving the business man a terrific bargain. 

However, in 1952, advertising costs seem to have been given a hot 
foot. They advanced faster than other costs. 

(Continued on Page 39) 


Last Minute News Flashes 
Riggio Bucks Trend with New Short Cigaret 


New York, Feb. 27—In a reverse switch from the industry trend, 
Riggio Tobacco Corp. is introducing its first non-king-size cigaret, a 
new filter brand called Air-Flow, in this area. National distribution 
is planned if the cigaret, which is priced competitively with non-filter 
regular-size brands, catches on. Chicago, Philadelphia and Boston are 


being considered as the next markets for Air-Flow. Large space news- | 


paper ads will break soon in New York through Hilton & Riggio. 


Sealright Corp. Will Switch to Robert W. Orr 


Futon, N. Y., Feb. 27—Sealright Corp., maker of paper containers, 
will switch its account from Geyer Advertising to Robert W. Orr & As- 
sociates on April 1. The account moves with Hal Gardner, who han- 
dled it at Geyer. The Sealright contest, which will give a Mexico 
vacation for a winning ice cream recipe, will continue at Orr for the 
rest of this spring, and will repeat in the fall. 


Doyle Dane Bernbach Gets Du Maurier Cigarets 


New York, Feb. 27—Columbia Tobacco Co. has appointed Doyle 
Dane Bernbach to*handle advertising for Du Maurier cigarets. Ander- 
son & Cairns is the previous agency. 


Johnston Takes Creative Post at Turner & Dyson 
New York, Feb. 27—Thomas G. Johnston has joined Turner & Dyson 


as v.p. and creative director. He was formerly with Hewitt, Ogilvy, 


Benson & Mather and with Geyer Advertising as associate copy director. 
(Additional News Flashes on Page 55) 
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Postal Situation 


4 Investigations 
of Post Office 
Get Under Way 


Not All Cities to Get 
Two-a-Day Delivery; 
Rate Boost Probable 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, Feb. 26—At least 
four separate investigations look- 
ing toward better and more effi- 
cient postal service were getting 
under way this week, but mail 
users were being told that further 
increases in postal rates are prob- 
able and that there is no likeli- 
hood that two-a-day delivery will 
be restored to all urban areas. 

In a question-and-answer ses- 
sion with members of the National 
Conference of Business Paper Edi- 
tors here today, Sen. Frank Carl- 
son (R., Kan.), chairman of the 
Senate post office committee, said 
it seems likely that the Interstate 
Commerce Commission will have 
to approve the 35% increase in 
parcel post rates requested by for- 
mer Postmaster General Jesse 
Donaldson on Jan. 15. 


s Sen. Carlson indicated that other 
postal rates will probably remain 
untouched during 1953, but that 
increases seem unavoidable after 
the various Post Office investiga- 
tions are completed early next 
year. 

There are two Post Office in- 
vestigations already under way: 

1. An investigation under the di- 
rection of the Post Office Depart- 
ment’s new managers, looking to- 
ward the adoption of new proce- 
dures and equipment which will 


| (Continued on Page 54) 
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‘Self-Neutralized 
Prom Gets Medics’ 
Okay; Hudnut Hit 


Cuicaco, Feb. 26—Toni Co.’s 
| president, Neison Harris, this week 
took a swipe at Hudnut Sales Co. 
/on the occasion of an award of a 
| seal of acceptance from the Amer- 
ican Medical Assn.’s committee on 
/ cosmetics. 
Toni’s Prom home permanent 
| got the AMA award, the first self- 
neutralizing home permanent so 
honored. Introduced in August, 
1951, Prom is now second only to 
Toni in the home permanent field 
in sales nationally, according to 
Toni Co. 

“Prom has been subjected to 
unwarranted, disparaging criti- 
cism by a competitive manufac- 
turer, which is now belied by 
independent research findings as 
well as consumer experience,” Mr. 
Harris said. 


s This referred to a_ principal 
| Hudnut ad theme since last sum- 
mer—that self-neutralizing home 
|permanents can damage hair and 
(Continued on Page 51) 
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False Retail Ad 
Claims Hurt All 
Sales: Powderly 


HARRISURG, Pa., Feb. 24—A re- 


tail ad expert lashed out with 
sharp criticism of some prevalent 
practices in retail newspaper ad- 
vertising at the two-day display 
advertising conference of. the 
Pennsylvania Newspaper Publish- 
ers’ Assn. here last week. 

The speaker was Robert J. Pow- 
derly, v.p. of Sales Promotions Inc. 
and chairman of the sales promo- 
tion division of the National Re- 
tail Dry Goods Assn. 

“In most cities,” Mr. Powderly 
said, “there are a minority who 
think that the freedom of expres- 
sion in the printed and spoken 
words of advertising commercial- 
ism allows them the chance to 
fleece every reader and listener 
that sees fit to believe the absurd 
statements made by those who will 
get a sale regardless of truth or 
consequences.” 

Giving specific examples of mis- 
leading and exaggerated newspa- 
per advertising, Mr. Powderly said 
that (1) consumers don’t like it; 
(2) they don’t believe it; (3) they 
don’t want it; (4) they don’t trust 
other advertising, and (5) they 
don’t buy. 

“And this last is the most im- 
portant,” he continued. “Advertis- 
ing was originated in my opinion 
to sell merchandise, to sell the in- 
tegrity of a firm’s name. To sell fu- 
ture good will—to sell respect for 
an honorable business being run 
in an honorable way. And when 
people don’t buy any of these wares 
it’s about time to check up on your 
own advertising and publicity.” 


® Robert I. McCracken, advertis- 
ing director of the Norristown 
Times Herald, said that newspa- 
pers must get out and sell co-op 
advertising. He pointed out that 
larger newspapers are not inter- 
ested in co-op advertising, because 
it “tends to break down the placing 
of copy at the general rate,” but 
that medium and small-size news- 
papers believe in it. 

Herman E. Basehore, co-pub- 
lisher and general manager of the 
Meyersdale Republican, asserted 
that national ad accounts must be 
sold on the local level first. 

“If we as weekly publishers are 
to get our share of national ad- 
vertising,” he said, “we must first 
sell the man down the street on the 
merits of our papers. We must not 
only sell him, but must sell him to 
the point that he will immediate- 
ly proceed to sell his zone mana- 
ger and demand that a certain 
percentage of this advertising dol- 
lar be spent in our newspaper.” 


s He pointed out that it takes no 
more time to sell a national ad lo- 
cally than to sell a local ad, and 
that once a local ad is sold it takes 
about five hours to set it up, 
whereas the national ad is re- 
ceived in mat or plate form, with 
little or no composition cost in- 
volved. 

“Yet, some of us are likely to 
holler about having to pay a com- 
mission to a national representa- 
tive,”’ Mr. Basehore said. 

“I’m firmly convinced that 
weekly publishers sooner or later 
will be forced into spending a few 
extra dollars in an effort to get 


more and protect what national ad- | 
. yobs | Levittown-Morrisville area of low- | 


vertising we now have. It costs 
money to promote and we’re going 
to have to do a lot more promoting 
if we expect to get our share.” 
He concluded by suggesting that 
what is needed is some recognized 
method for grading weekly news- 
papers “so that no agency would 


have thrown at it a list of 8,000 | has been appointed assistant to the. 
weekly newspapers, good, bad and president of Continental Distilling that 12% 


indifferent.” 
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Dorit wait! See the new 1953 PHILCO "AUTOMATIC" 


Philco Launches 
‘53 Refrigerator 


PHILADELPHIA, Feb. 24—Spreads | 
and single page newspaper ads | 
backed by radio and TV are 
launching the ’53 campaign for 
Phileco Corp. refrigerators. 

Beginning this week, the news- 
paper campaign is scheduled for 
200 cities. It will be based on the 
theme: “Another World First from 
Philco, a Revolutionary New Re- 
frigerator, So Completely Auto- 
matic, It Thinks for Itself.” 

Teaser announcements on the 
“Breakfast Club” (ABC) have pre- 
ceded the new campaign, and the 
new model is being demonstrated 
on the Philco Television Playhouse 
(NBC). 

Four-color magazine ads will 
follow the newspaper drive in Bet- 
ter Homes & Gardens, Life and The 
Saturday Evening Post. 

The Philco account is handled 
by Hutchins Advertising Co. 


Phillipson Heads Radio and 
TV for ABC’s West Division 


William Phillipson, since 1951 
director of the western division of 
American Broadcasting Co., has 
been promoted 
to general man- 
ager of the radio 
and television 
operations of the 
network’s west- 
ern division. 

Mr. Phillipson’s 
new appointment 
is a change from 
a previous an- 
nouncement that 
he would go to 
New York as as- 
sistant to Robert 
Kintner, president, following the 
recent merger of ABC and United 
Paramount Theaters. At that time, 
Earl Hudson was named v.p. in 
charge of the western division. Mr. 
Hudson will take his new post 
March 23. 


Wm. Phillipson 


Wonderlawn Begins Spring 
Drive With 1,160-Line Ads 


Garfield-Williamson Co., Jersey 
City, maker of Wonderlawn grass 
seed and Plantspur organic fertiliz- 
er, will start a spring campaign 
with a 1,160-line insertion in the 
Sunday garden sections of the New 
York Herald Tribune and the 
Times. 

Lawrence Kane Inc., New York, 
the agency, also has scheduled ra- 
dio, TV, car cards and newspapers 
in the metropolitan area. 


Bucks County Daily Planned 


Richard T. Lawson, president 
and publisher of Times Newspa- 
|pers Inc., Philadelphia, has an- 


‘nounced plans for an evening 


1 


IN 200 MARKETS—This two-page spread appeared in newspapers in more than 200 
markets last week to announce Philco Corp.'s new 1953 refrigerator. 


98 Newspapers 
Hit New Orleans 
Joint Rate Suit 


WASHINGTON, Feb. 24—A group 
of 98 newspaper publishers filed an 
amici curiae (friends of court) 
brief with the Supreme Court Fri- 
day urging reversal of a lower 
court ruling outlawing combina- 
tion advertising rates. 

The publishers, who put out 167 
daily newspapers, declared that the 
decision of the district court for the 
eastern district of Louisiana against 
the New Orleans Times-Picayune 
Publishing Co. “would extend the 
interpretation of the Sherman Act 
far beyond anything heretofore de- 
cided.” The original suit was 
brought by the anti-trust division 
of the Justice Department. 


# In its decision, the lower court 
last July halted the Times-Picay- 
une and States from selling na- 
tional and classified advertising in 
the morning Times-Picayune and 
the evening States at a unit rate. 


The court said the papers were) 
separate publications and should | 


be sold separately. The district 
court further ruled that the com- 
pany could not use its dominant 
position to sell ads in one of its 
papers at prices which were below 
(Continued on«Page 6) 


1952 Rx Business 
Brought Druggists 
Nearly $1 Billion 


New York, Feb. 24—Much more 
than lipsticks, cigars and a thou- 


sand and one other non-medical | 
items are being sold over the coun- | 


ters of U. S. drug stores. 


In 1952, prescriptions accounted | i 
for a dollar volume of $990,164,-| § 
000—more than in any previous | 
year—according to the annual pre- | 


scription survey 
American Druggist. 

The dollar volume represented 
419,447,000 prescriptions, 40% of 
which were refills. The remaining 
251,834,000 new prescriptions were 
written by 117,500 doctors at the 
rate of 2,152 Rxs per doctor. 

The average family had 8.5 pre- 
scriptions filled during the year, 
at a total cost of $20.09. General 
practitioners wrote 74.9% of all 
prescriptions, new and refilis; spe- 
cialists wrote the other 25.1%. 

Prescriptions were filled by 47,- 
628 drug stores operating prescrip- 
tion departments, of which 3,686 
were chain units, while 43,942 
were independently owned. The 
average chain store filled 8,244 
prescriptions, compared with 8,- 
885 filled by the average independ- 
ent. 


conducted by 


January Newsprint 
Consumption Rises 
6.640 Tons: ANPA 


New York, Feb. 24—Use of 
newsprint continues to increase. 

Daily newspapers reporting to 
American Newspaper Publishers 
Assn. consumed 351,775 tons of 
newsprint in January compared 
with 345,315 tons in January, 1952, 
and 345,552 tons in January, 1951. 
There were four Sundays in Janu- 
ary of each year. 

Stocks of newsprint on hand and 
in transit at the end of last month 
were 57 days’ supply for the aver- 
age of all newspapers reporting to 
ANPA. This was an increase of 
eight days’ supply compared with 
the end of December, ’52. There 
were 49 days’ supply at tne end 
of January, ’52. 

Total estimated U.S. newsprint 
consumption for January, ’53 was 
462,862 tons compared with 454,362 


tons in January, ’52, and 457,685 
tons in January, ’51. 


Philadelphia Shoppers Make Fewer Trips 
Downtown as Result of City’s Parking Ban 


PHILADELPHIA, Feb. 24—The cen- 
ter city parking ban here has re- 
sulted in a 7% decrease in the 
number of shopping trips to the 
downtown area. 


| 


shop less as a direct result of the 
parking ban; 85% shop about the 


same number of times, and 2% 


shop even more. 
Sixty-two per cent of the mer- 


This was one conclusion drawn chants in the central area are 


from a special consumer survey 
made by A. J. Wood & Co., market 
research firm, 
Philadelphia Movement, at the be- 
hest of the city. 


|against the restrictions; 30% are 
‘in favor, and 8% have no opin- 


for the Greater ions. This does not include five, 


| 


department stores in the area. 


Albert J. Wood, head of the re- | s The survey also disclosed that 
search company, said the restric- | of those women who now are mak- 


tablished trend towards suburban 
shopping. 


of the men and 45% of the women 
questioned in their homes favor 
the daytime parking ban in the 
downtown area, while 36% of the 


men and 31% of the women said! | ; 7 
/ping trips formerly mace into) 


they are against the restriction. 


newspaper covering the Bristol- 


'er Bucks County. To be published 


| Monday through Friday, the first) 


|edition of the new paper will be) 
‘issued early in April. 


Continental Names Moynihan 


/with Hiram Walker Inc., Detroit, 


'Corp., Philadelphia, a new post. 


# City Managing Director Robert 
K. Sawyer admitted that the re- 
sults were a little surprising, since 
they had felt more people favored 
the parking ban because of its re- 
sults on the movement of traffic. 
Those who had no opinions on 
the subject were 18% of the men 


| Edward A. Moynihan, formerly and 24% of the women. 


The Wood survey also showed 
of those women who 
sometimes shop in center city now 


tions accelerated an already es- | rip t 
| of the restriction, a higher propor- 


tion come from families of higher 
The survey showed that 46% incomes. Of those who come from | 
families with $6,000 a year and 


ing fewer trips downtown because 


more, 17% said they will make 
fewer trips into the downtown area 
for shopping. 

About one-fifth of those shop- 


town will be balanced by telephone | 
'shopping or more concentrated 


shopping on each trip. The other 
four-fifths have shifted to neigh- 
borhood stores or to suburban 
shopping centers, the survey dis- 
| Closed. , 


Rowe Joins Bradham & Co. 

| Henry C. Rowe, associated with 
Kiesewetter Associates, New York, 
for 12 years, has joined the staff of 
_Bradham & Co., Greensboro, N.C., 
| agency. 


HIGH SIGN--This is the 6x4’ illuminated 
| steel sign which Rexall offers new dealers 
in a special deal. 


$660 Can Now Buy 
a Rexall Franchise 
and Starter Package 


Los ANGELES, Feb. 24—Rexall 
Drug Co. has announced a new 
low-cost no-down-payment fran- 
chise plan, which is termed “high- 
powered support for druggists af- 
fected by the growing competition 
of non-drug outlets.” 

Under the plan, druggists of ap- 
proved merchandising and credit 
standards, in locations not conflict- 
ing with present franchise holders, 
may obtain a $660 Rexall “starter 
package” without down payment 
and on liberal credit terms. 

The package, shipped freight 
prepaid, includes a new $180 per- 
sonalized Rexall electric sign, and 
a $480 merchandise order of Rex- 
all products. The merchandise in- 
cludes 270 of the company’s fast- 
est-moving, nationally advertised 
items. Quantities of each item are 
such that even a small volume drug 
store can turn them over in 90 
days. 


# Credit terms allow a dealer to 
pay for the merchandise 90 days 
after the date of invoice, making it 
possible to make payment out of 
proceeds from the sale of the mer- 
chandise. 

In line with normal markups 
on Rexall products, the $480 order 
retails for over $900. First payment 
on the new sign is not due until 
90 days from the date of order. 
Payments on the sign may be made 
at the rate of $10 per month. 

Among the inducements offered 
dealers is the Rexall national] ad- 
vertising devoted to products in 
the new franchise package. The 
schedule includes “Amos ’n’ Andy” 
on CBS Radio, and a morth-by- 
month campaign in 16 national 
magazines. 


s To harness advertising for “the 
direct benefit” of Rexall’s retail 
dealers, there will be a retail- 
style monthly display service for 
store windows and interiois. The 
/service includes blowups of cur- 
rent advertisements, posters, ban- 
|ners, circulars and other display 
material. 

| Complete instructions and pho- 
_tographs showing the druggist how 
'to use the display material to best 


| 


| advantage and how to correlate it 
|'with other natidnal promotions is 
/provided by a new section of the 
company’s monthly dealer publi- 
cation, ““Ad-Vantages.” 

Rexall also offers the new fran- 
chise holders advice and kelp on 
store management and improve- 
| ment, slide film programs for per- 
/sonnel training, and full partici- 
| pation in all Rexall merchandising 


}events, such as the 1¢ ‘sale, held 
twice yearly. 


Henri, Hurst Names 3 Execs 


| The board of directors of Henri, 
|Hurst & McDonald, Chicago, has 
elected three v.p.s as members of 
the board. They are Daniel W. 
Foster, Robert E. White and Mar- 
tin Zitz. The number of directors 
has been increased from five to 
seven, with one additional vacan- 
cy caused by the death of Arthur 
M. Semones, executive v.p. All 
‘other directors were re-elected, 
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Ross Roy Expands 
Chicago Business, 
Adds Two Accounts | 


Cuicaco, Feb. 25—Ross Roy) 
Inc.’s rapidly expanding Chicago) 
office has added two new names. 
to its account roster—Krank’s | 
Shave Kreem and Liquinet Spray 
Hair Net. 

Krank’s Shave Kreem, a product 
of Consolidated Royal Chemical 
Corp., Chicago, comes to Roy from 
Schwimmer & Scott, which ac- 
quired it last fall from Ruthrauff & 
Ryan. All of Consolidated’s prod- 
ucts—some 12 in number—are now 
in the Ross Roy fold. 

Liquinet Spray Hair Net, a prod- 
uct of Liquinet Corp., Chicago, 
in which Consolidated holds a ma- 
jority interest, formerly was han- 
dled by A. Martin Rothbarat. 


s The addition of the new accounts 
underlines the rather remarkable 
growth being shown by Ross Roy’s 
branch office. More than $2,000,- 
000 in billings have been added 
in the past 18 months and nine 
major accounts within the past 
year. 

The latter include Dad’s Root 
Beer Co., Gard Industries Inc., 
Lake Central Airlines, Gaylord 
Products Inc., Little Rock division 
of Visking Corp., Scott Radto Lab- 
oratories Inc.,the Church of Christ 
radio account and parts of Rhodes 
Pharmacal Co. and Texas & Pa- 
cific Railway. 

With the exception of Visking, 
which was added last week, all 
were acquired during 1952. Scott 
Radio, however, was kept for only 
three months and an office was 
opened in Dallas to handle the 
Texas & Pacific account. 


= Five new employes, who have 
joined the local office since last 
Dec. 1, and their positions also 
were announced. They are Norman 
Phelps, creative director; James F. 
Quinn, account executive; James F. 
Pepper, copy group head; Marga- 
ret Day, assistant merchandising 
director, and Jack Longini, mer- 
chandising director. 

Mr. Phelps formerly was an ac- 
count executive and creative group 
head at Ruthrauff & Ryan, Chicago, 
and Batten, Barton, Durstine & 
Osborn, New York. Mr. Quinn has 
been a creative representative at 
Ruthrauff & Ryan, Chicago, and 
assistant to the president of Gard- 
ner Advertising Co., St. Louis. 


a Mr. Pepper formerly was a copy 
group head at McCann-Erickson, 
Chicago. Miss Day was advertis- 
ing manager of Goldblatt Bros. 
Inc., Chicago department store 
chain, for seven years, and Mr. 
Longini was assistant to the pres- 
ident of Consolidated Cosmetics 
Ine. 

Heading the office here is John 
G. Fogarty, v.p., and in charge of 
business is Mark Martin, tormer- 
ly with Gardner Advertising Co. 
and Grant Advertising on the 
Army account. 


Knight Succeeds Jackson as 
‘Oregon Journal’ Publisher 


William W. Knight has been 
promoted to publisher of the Ore- | 
gon Journal, Portland, succeeding | 
the late Philip L. | 
Jackson, son of 
the founder of 
the Journal, who 
had been pub- 
lisher for 29 
years. Mr. Jack- 
son died Feb. 14 
following a heart 
attack (AA, Feb.| 
23). Mrs. Maria 
C. Jackson, 
mother of Mr. 
Jackson, is board 
chairman and, 
principal owner of the paper. | 

Mr. Knight started in the news-| 
paper industry in Portland in 1939. 


William W. Knight 


He was everybody, grown a little taller 


Ler’s skip all the things you've read about hun, ail the things 
you heard too often or too young. 

Forget the face on the penny, the statue in Wi 

dhe Rocamsigasion Proclamation, the Cares at Gettysburg! 
Forget the official things and look at the big thing. 


Why do we love this man, dead long before our time, yer dear 


to us as a father? What was there about Atwaham Lincoln? 
He came out of no place special—s cabin like any other 

out West, His folks were aubody special—; . 
hardworking people like many others. Abe was 2 smart boy, 
but not to smart. He could do a good day's work on the 
farm, though he'd just as soun stand around and talk. 

He told funny stories. He was wrong and kind. He'd never 
try to burt you, or cheat you, of foal you. 

Young Abe worked at odd jubs and read law books at night. 
Eventually be found his way into local politics, And it 

was then that people, listeniag to his speeches, began 

to kaow there was something special about Abe Lincoln. 

Abe talked about running a country a if it 
were something you csauld do, It was just 

a matter of people getting along. 

He had nothing against anybody, rich or 


THE WINNER—This is the John Hancock 


ot, who went his own way and let the other fellow go his, 
No matter how mixed up things got, Abe mace you feel 
thar the answer was somewhere among thuse id cules 
that everybody knows: no harting, no cheating, no fooling 


Abe had a way of growing without changiny So it seemed 
perfectly natural co find him im the Whore House one day, 
padding around in his slippers, putting his fees on a chau 
when he had a deep one to think about—the same 


Abe Lincoln he'd always been, and yet the most dignified 
and the strongest and the steadiest man anybody had ever 
known. And when that terrible war came that aught 


have torn his country apart, ne ane doulted what 

Abe would do, He was a family man; he resolved to keep 

the American family together, 

Abe Lincoln always did what most people would have done, 

said what mst people wanted said, choughr vluar most 

people thought when they stopped to think abour i. He 
vas everybody, grown a litte taller-the warm and 

living proof of our Ancrican faith that grearnes comes 

out of everywhere when it is free t cone 


OTUAL LIFE INSURANCE COMPANY 
BOSTON, MASSACHUSETTS 


Mutual Life Insurance Co. ad which was 


the top vote-getter in the Saturday Review contest. 


27 Advertisers Get ‘Saturday Review’ Award 
for Distinguished Institutional Campaigns 


New York, Feb. 27—Twenty- 
seven advertisers have been cited 
in the Saturday Review’s first an- 
nual awards for distinguished ad- 
vertising in the public interest. 

The award winners are an- 
nounced in the Feb. 28 issue of the 
weekly. 


John Hancock Mutual Life In-) 


Teachers Told Crime 
Shows, Liquor Ads 
Harm School Kids 


ATLANTIC City, Feb. 24—Sug- 
gestive stories on radio and tele- 
vision and ‘“men-of-distinction” 
liquor advertisements are influ- 
encing American children just as 
surely, and sometimes more 
strongly, than teachers can influ- 
ence the children, school leaders 
were told here. 

Margaret C. Schowengerdt, Web- 
ster Groves, Mo., a teacher, made 
the charge, asserting that modern 
entertainment and advertising are 
impeding the teaching of moral 
and spiritual values in the nation’s 
schools. 

The Missouri instructor spoke to 
a group of principals, teachers and 
superintendents at the final session 
last week of the national confer- 
ence of the American Assn. of 
School Administrators. More than 
16,000 educators attended the con- 
vention. 

“The language of gangsters and 
the off-color stories on radio and 


television, the unsupervised dance |® The other 22 advertise:s who) 


halls, the cheapness of some 
movies, the big four-color ‘men of 
distinction’ advertisements, cor- 
ruption in government—all these 


Miss Schowengerdt said. 


Kaiser Plans Expanded Drive 


The Kaiser chemical division of 
Kaiser Aluminum & Chemical 
Corp., Oakland, will launch 
greatly expanded ad program in 
March. The division began its first 


2 Co. 


|/surance Co. walked off with top 
honors, getting the biggest number 
‘of votes for its four-color ad “de- 
| voted entirely, in text and illustra- 
| tion, to a moving interpretation of 
|the meaning of Abraham Lincoln’s 
life for the American people” Mc- 
| Cann-Erickson is the agency. 

® Ford Motor Co. (Kenyon & Eck- 
hardt) and Caterpillar Tractor Co. 
(N. W. Ayer & Son) were tied for 
second place. Weyerhaeuser Tim- 
ber Co. (MacWilkins, Cole & Web- 
er) and Metropolitan Life Insur- 
ance Co. (Young & Rubicam) 
shared third place. Last Sunday 
Ford’s “The American Road” cam- 
paign also won top award in the 
annual Freedoms _ Foundation 
competition (AA, Feb. 23). 

Purpose of the awards is to stim- 
ulate interest in public interest ad- 
vertising, which the Saturday Re- 
view calls “a new force in the com- 
munications pattern of the United 
| States.” 

The institutional ads or cam- 
paigns considered for awards are 
evaluated in the light of fcur fac- 
tors: 

1. Theme, especially the extent 
to which it increases readers’ un- 
derstanding of American institu- 
tions or traditions. 

2. Text, particularly style, read- 
ability, impact, objectivity, clarity, 
precision and pointedness. 

3. Layout: typography and art 
work. 

4. Over-all originality. 


won awards are listed below, along 
with the agencies that prepared 
the winning ads: 


| American Meat Institute (Leo 


fare part of a child’s education,” Burnett Co.), American Telephone 


|& Telegraph Co. (N. W. Ayer & 
Son), Anaconda Copper Mining Co. 
(Kenyon & Eckhardt), Armour 
Laboratories (Foote, Cone & Bel- 
ding), Assn. of American Railroads 
(Benton & Bowles), Bankers Trust 
(Cowan & Dengler), Bohn 
Aluminum & Brass Corp. (Zimm- 


In 1946 he joined the Journal staff|national advertising last March. ler, Keller & Calvert Inc.), Chase 
and became general manager on|Trade publications are scheduled. National Bank (Hewitt, Ogilvy, 


Jan. 1, 1952, 


Young & Rubicam is the agency. 


(Continued on Page 56) 
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Food Groups Worry About Competition 
and Profits; Plan More Advertising 


Cuicaco, Feb. 26—Food brokers; market. In the field of inflation 
‘and canners are worried about also, government has to step in 
tighter competition and smaller to prevent the excessive expansion 
profit margins, to judge from of credit which in times past has 
sentiments expressed here at con- destroyed the very basis on which 
current conventions of three food a free economy must rest.” 
industry groups last week. _ At the same time, Sen. Taft came 
| __A disposition to do more adver- out in opposition to “standby con- 
| tising and promotion also circu- trols” on wages and prices, and 
lated powerfully among the esti- applauded the action of the Eisen- 
‘mated 18,000 members and trade | hower administration in removing 
associates attending conventions aj] controls. 
staged by the National Assn. of 
Food Brokers, National Canners 
Assn. and Canning Machinery & 
Supplies Assn. 


® One of the trends preoccupying 
grocers and food brokers at the 


. : conventions was the great expan- 
Reflecting the worry over tight- | sion of non-food lines in the super- 


ened competition was a resolution | markets. However, a cautious note 
adopted by the food brokers in | was sounded by a representative of 
support of the Robinson-Patman | startex Mills, New York, one of 
Act, which they termed “the Mag- | the major non-food entrants. 
na Carta of independent enter- E. M. Levanion, sales v.p. for 
prise.” Observing that today “even | startex, urged a “go-slow” attitude 
small unearned or unfair price for food retailers planning drug 
discrimination would cause chaos,” | . 4 textile expansions, and espe- 
the food brokers strongly opposed | Gially with regard to textile prod- 
any attempts to weaken the act. ucts in which styling is an im- 

The CAnnSss also bid for govern portant factor to the housewife. 
ment regulation in a resolution “We think the grocer should 
approving the immediate enact-| watch his step on some of the 
ment of legislation restoring aU~\ less related textile additions,” he 
thority for compulsory inspection stated, adding that the biggest 
of food processing plants to the! possipilities are in “non-style” 
Food and Drug Administration. textile items which appeal to the 
impulse buyer. 
@ Sen. Robert A. Taft (R., O.), 
speaking Saturday to the National 
Canners Assn., also came out in a 
general way for some govern- 
mental restraints and assistance, 
such as the minimum wage law, 
farm price supports and credit 
controls. 

“The minimum wage law,” he 
declared, “is based on the theory 
that without government interven- 


® At the same time, he pointed out 
the importance of such display 
devices as feeler swatches, so the 
housewife can actually test the 
product in spite of modern pack- 
aging. 

Despite hs words of caution, Mr. 
Levanion announced an expanded 
food line promotion program for 


tion, oppression can occur, prin-| 5tartex. In addition to Good 
cipally in unorganized industry.|4#ousekeeping, Household and 
The support of farm prices is based | L@dies’ Home Journal, the '53 


schedule will include ads in Better 

Living, Everywoman’s Magazine, 

Family Circle and Woman’s Day, 
(Continued on Page 52) 


again on the protection of a large 
group of small economic units 
against the injustices that may | 
result from a completely free 


Ebonite Advertises Quantity Discounts 
Its $10,000 Offer to for ‘Better Living’ 


Tournament Bowlers Planned by McCall 


NEWTON, Mass., Feb. 24—Ebon-| New York, Feb. 24—McCall 
ite Inc. here, bowling ball manu- | Corp. plans a quantity discount ar- 
facturer, expects to cash in on the rangement for advertising in its 
93-day American Bowling Con-|store-distributed Better Living. 
gress marathon tourney now tak-| Specific discounts will be an- 
ing int in ane And a 100 prs in a week to ten days. 
top bowlers there (using Ebonite | eginning with the July issue, 
balls) themselves will cash in on) Better Living will be scaled for 12- 
Ebonite’s expectations. time advertisers as well as for 12 

The company will award these | or 24 b&w pages, and for 12 or 24 
loyal champions with a cut of a| four-color page schedules within a 
$10,000 U. S. government bond | contract year. The magazine cur- 
pie. rently gets $5,835 per b&w page. 

Word of the contest got around| William B. Carr, v.p. of McCall 
last week via pages in all six bowl- | a cg a mcd . 
ing magazines and 42 bowling! 8, said, “The principle o 
newspapers. In addition, 4” three- | Quantity discounts which McCall’s 
column ads appeared in sports | introduced two years ago in the 
pages of 77 newspapers across the | women’s service field has proven 
country, and 27 radio stations car- | 80 Successful from the advertisers’ 
ried spots on their sports shows. and the publication’s viewpoint 

In two weeks, another ad bar-| that it has been decided to extend 
| rage will appear in these media, | the principle to Retter Living.” 
| with the tournament still two and | ; ; 
one-half months from completion. | © tne s ta which currently gets 

, a W page on a one-time 
basis, offers discounts like this: 
12 pages, $12,760; 24 pages, $12,560. 

Meanwhile, Better Living said it 
had $4,973,408 in ad revenues from 
its first 24 issues—which “set a 
new record in total advertising 
revenue for in-store books for an 
initial two-year period.” 


s The three-month ABC competi- 
tion attracts more than 28,000 
bowlers in the singles events) 
alone. According to Donald W. 
Gardner, president of Donald W. 
Gardner Advertising, Boston, Eb- 
onite’s agency, bowlers tend to be 
superstitious about the bowling 
ball they use. He expressed the 
hope that the prize awards for Eb- 
onite users might overcome the 
conservatism of entrants patron- 
izing other ball manufacturers. 

Ebonite is the second jiargest 
bowling ball manufacturer and “is 
gradually pressing into first place,” 
Mr. Gardner claimed. 


Lieberman to Snellenburg 


Carl A. Lieberman, formerly di- 
visional advertising manager of 
Kaufmann Department Stores, 
Pittsburgh, has been named adver- 
tising manager of Snellenburg’s, 
Philadelphia department store. Mr. 

Lieberman succeeds Margo Mur- 
tha, who has resigned. 
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‘ s ’ “You’ve run them out of business. 
Revolution, Hell! The true symbol of the successful | 
Detroit Wholesaler ‘revolution of our times is the su- 


permarket cart.” 
The bloodier revolutions, as in 
Tells Food Trade Germany and Russia, the Detroit 

Cuicaco, Feb. 24—Convention wholesaler dismisses as frauds. 
hotel lobbies were the scene of “When the shooting was over,” he 
a bloodless—and blonde—revolu-/| points out, “the people were still 
tion here yesterday afternoon. ‘ill-fed, hungry and discontented.” 

Blonde models, sporting shaggy “You people in the food industry | 
black beards and not too much have made a free enterprise rev- 
else, passed out wicked-looking olution in food processing and dis- 
black plastic “bombs” to guests tribution,” Mr. Wolf and his well- 
at the National Canners Assn. and filled models explained. 

National Food Brokers Assn. con-,| “Ours is the first generation and 
ventions. this is the only country in the his- 

The theme was “Comes the Rev- tory of the world to have plenty | 
olution, Hell!” and the sponsor was of food for all its people, at prices 
Abner Wolf, a Detroiter who de- all can afford.” 
clares himself the world’s largest) James P. Chapman Inc., Detroit, 
distributor of brand name foods. _ handled the publicity. 

Mr. Wolf’s message was printed 
on “blood” stained handkerchiefs 
stuffed in the bombs, as wicks, and — ake gcantbeog Om 
oe in all Chicago dailies 85 | Copper Bookkeeping Service, 

' fre ms ee! bs Ala., = hem non y 
| poin sales representative fo 
s “Take away the bombs and) Srowa-Sarman Distillers Corp. in 
false beards!” it tells the food men. | Alabama. | 


| 


Promotes Fishing Almanac 


Using cartoon ads in such men’s 
magazines as Argosy, Field & 
Stream, Outdoor Life, 
Afield and True, Brown-Forman 
Distillers Corp., Louisville, is intro- 
ducing the first edition of a pock- 
et-size “Fishing Almanac” to pro- 
mote its Early Times whisky. The 
32-page booklet is an addition to 
the football and baseball guides 
published annually by the distiller. 


Boosts American Girl Shoes 


American Girl Shoe Co., Boston, 
is using The American Weekly, 
Charm, Glamour, Ladies’ Home 
Journal, Mademoiselle and Seven- 
teen to promote its products. News- 
papers will be used also. Dealer 
helps include displays, newspaper 
mats, direct mail and radio scripts. 
Bresnick Co., Boston, is the agency. 


Names Chambers & Wisweil 


Alarms Inc., Boston, manufac- 
turer of Flash home alarms, has 
appointed Chambers & Wiswell, 
Boston, to handle its advertising. 
After a Boston introduction, the 
company plans national distribu- 
tion of the new product. ; 


"Didn't you know that the Des Moines Sunday Register covers 
practically everybody in lowa?” 


Actually, the bare fact is that the Des Moines Sunday Register 
delivers coverage of 2 out of 3 of all Iowa families. 


With a figure like that, you can see why it does such an 
outstanding selling job. As for county breakdown...look at 
this: Coverage in 83 out of Iowa's total 99 counties is an 
amazing 50% to complete domination. In 9 counties more it’s 
a high 40% to 49%. At least 21% in the few others. 


The Iowa market is really one to get excited about. Total 
income tops four billion dollars per year...nicely divided up 
between farm folks who are the world’s wealthiest—and city 
people who outspend even big Philadelphia or Boston. And, 
you cover it all through the Des Moines Sunday Register. 
Milline rate is $1.88. 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA'S TOP 20 CITIES 


ABC CIRCULATION September 30, 1952: 
Daily, 369,807—Sunday, 533,204 


THE DES MOINES REGISTER anv [RIBUNE 


Gardner Cowles, President 


Represented by: 


Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 
Doyle & Hawley—Los Angeles and San Francisco 


per-1,000 went up 5% in 1952 


ings 


ey 


Advertising Age, March 2, 1953 
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Sports ADVERTISING AcE takes a close look at advertising costs, finds cost- 


Page 1 


Pe 


The cigaret industry seems to be in flux, with Viceroy going king-size, 
Dunhill going cork and Philip Morris going filter 
Retailers raked over the coals for false ad claims 


Lincoln ad by John Hancock Mutual Life Insurance Co. is top vote- 
getter in institutional ad contest . 


A familiar cry—low profit margins—is heard at food group meet- 


ore eer eer eee 


Taeeeer ee fee 


eevee eees ees eseeeeseeereesesee 


Page 3 


ee 


H. J. Heinz’ ad manager says consumer goods advertisers must con- 
centrate today on creating impulse sales 
Caskie Stinnett of Curtis Publishing Co. assails p.r. executives for 


Page 18 


describing their work as something scientific or mysterious . .Page 20 


* pressure 


Here’s something the Creative Man likes—Buick ads 
McKesson & Robbins has set up a model drug store in Cleve- 


land 


ed 


eee errr ee ee ee eeeeeeeeeeeeee 


G. D. Crain Jr. commends Anheuser-Busch for resisting gangster 


Page 33 
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Government Backs 
Out on Rental of 


New York's Palace 
New York, Feb. 26—The federal 


Southwestern Assn. of Ad 
Agencies Elects Crosson 


Charles Crosson, president, 
Charles Crosson & Co., Houston, 
has been elected president of the 
Southwestern Assn. of Advertising 
Agencies. AA erroneously report- 


ed Feb. 23 that he had been elec- 
ted head of the National Advertis- 
ing Agency Network. 

Other officers elected are 
Thomas L. Yates, president, Thom- 
as L. Yates Advertising, Fort 
Worth, v.p.; directors, Ted Work- 
man, president, Ted Workman Ad- 
vertising, Dallas; Norman Schwer- 
ke, partner, Cusick-Schwerke & 


government is apparently dropping 
its plans to lease Grand Central 
Palace for offices for the Bureau 
of Internal Reverfue (AA, Jan. 19). 
Until this week it was generally 
understood that after October there 
would be no more exhibitions in 
New York’s famous Grand Cen- 
tral Palace. The New York Con- 


vention & Visitors Bureau, a pri- 
vate organization sponsored by 
hotels, restaurants and merchants, 
has leased Kingsbridge Armory in 
the Bronx for exhibitions. 

Now the government reportedly 


has dropped its deal to take over 
the Palace, and everything is com- 


pletely muddled. Palace officials | 


say its deal with the government 
had been completed through Gen- 
eral Services Administration, and 
it expects the government to live 
up to it. 


Wild, San Antonio; Dan T. White 
Jr.; William Finn, president, Wil- 
liam Finn & Associates, Tyler, 
Tex.; Rex Webster, Craig & Web- 
ster, Lubbock, Tex., and Leslie 
Hauger, v.p., Watts, Payne—Ad- 
vertising, Tulsa. 


Raymer Names Tillmanns 

Carl Tillmanns, formerly in 
charge of radio sales and service at 
C. E. Hooper Inc., has been ap- 
pointed sales research and promo- 
tion manager of Paul H. Raymer 
Co., New York, radio-TV station 
representative. 


W. do only one thing 
but that one thing we 
do superlatively well. 

We make engravings... 
color and black-and- 
white. 


Saha a 
on 


amas F. McGrath 


and Associates | | 
NGRA “DAY and NIGHT SERVICE 
e ig Se bag WV, Winois 


| PHOTO 
con Telephone: Delaware 7-542 
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IN NEW YORK 


: THE Dterald Tribune 
SELECTS YOUR 


BEST CUSTOMERS 
FOR YOU!... 


ts best way to sell any market profitably . . . is to sell the 
best customers. In the New York Market, you can reach these 
best customers through one newspaper—the Herald Tribune. 
It gives you the selectivity that assures maximum impact for 
your advertising . . . permits you to sell more at lower cost... 
provides the highest profit possibilities! Because this Herald 
Tribune Quality Market is an audience with higher incomes, 
unusually large savings and security holdings ...aclass market 
that buys mass at every price level! And it’s a market that’s five 


billion dollars BIG! Get full details ... now! 


NEW YORK 


| Herald Tribune 


HOME OWNERSHIP... over 275,000 
Herald Tribune families own their 
own homes. 


SECURITY OWNERSHIP... more 
then 375,000 Herald Tribune 
families own securities. 


Ys 


58th of a Series 


INSURANCE... Herald Tribune 
families carry $7,400,000,000 in 
life insurance of oll types. 
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Simoniz Appoints Molina 


Rodolfo Molina has been ap-| 
pointed export manager of Simon- 
iz Co., Chicago. Mr. Molina, pre-| 
viously export manager of the Pep- 
sodent division of Lever Bros. Co., 
will have charge of all operations | 
outside the U. S. and Canada. 


P&G Boosts Brown in Canada 


William W. Brown has been pro- 


moted to director of sales and a. 
member of the board of Procter & 

‘Gamble Co. in Toronto. He had 
/been sales director of Philippine 
Mfg. Co., P&G’s operation in the 


| Philippine Islands. 


Fee a Ses ee= 


We have available for you complete market 
j data on the QUAD-CITY metropolitan area. 
{ Agencies find these folders useful for inclusion 
with media schedules to clients where the 


' QUAD-CITIES are on the list or to be discussed. 


| THE ALLEN-KLAPP CO 


eee re ote ah 
Nationo!l Representative 


'Oral arguments will be heard by) 


‘98 Newspapers 
Hit New Orleans 
Joint Rate Suit 


(Continued from Page 2) 
production costs, which would 
harm the New Orleans Item, the 
competitor. 

The newspaper company ap- 
pealed to the high court last fall. 


|the Supreme Court the week of 
|March 9. The government has said 


it will ask the Supreme Court to 


The $8 publishers, in their brief, 
argued that the unit rate did not 
constitute an attempt to monopo- 
lize or an unreasonable restraint 
on trade; that the application to 
newspapers of the principles ad- 
vocated by the federal govern- 
ment would constitute a dangerous 
extension of the Sherman anti- 
trust law, and that the lower court 
' decision was in conflict with free- 
|'dom of the press. 


® Prepared by John T. Cahill, of 
the New York law firm of Cahill, 
Gordon, Zachry & Reindel, the 
brief declared: “The record shows 
that the unit rate in the present 
case is the normal and usual prac- 
tice throughout the newspaper in- 


impose a three-year, ban on the dustry. It is almost universally 


sale of advertising at a combined 
rate that is lower than the sum of 
the separate rates. The Times- 
Picayune Co. is expected to reply 


employed by papers similarly situ- 
ated. 
“At the time this suit was 


brought, approximately 180 pub- 


that this would be a penalty on ad- | lishers—constituting the vast ma- 


vertisers since they could not then | 


receive the savings to be realized 


from combination sales. 


jority of the publishers having both 
a morning and afternoon paper— 
were using unit combination rates.” 


bight! ave 


Advertising Age, March 2, 1953 


| By using a unit rate, the brief 
| continued, the Times-Picayune and 
| States “was protecting a legitimate 
self-interest.” This interest in- 
cluded “reduction of costs, more 
efficient operation, more effective 
competition against other compet- 
ing media, the avoidance of rate 
increases and the more complete 
utilization of its plant.” 

The brief outlined the theory 
which it said was being pro- 
pounded by the government 
through the anti-trust division of 
the Department of Justice. It said 
the government’s position was: 

“That the morning and afternoon is- 
sues of a newspaper constitute separate 
and distinct ‘fields.’ 

“That even though the advertisements 
themselves are the same, morning adver- 
tising and afternoon advertising are dif- 
ferent ‘products’ not identical or closely 
related products. 

“That any newspaper which happens 
to be the only newspaper in the morning 
‘field’ has a ‘monopoly’—a ‘dominancy’— 
analogous to that of the owner of a gov- 
ernment granted patent or copyright. 

“If such a newspaper sells any adver- 
tising only on a unit basis in connection 
with its afternoon editions, then it is in 
continuous violation of the Sherman Act.” 


s In asserting that the lower court 
decision conflicted with f.eedom 
of the press, the brief declared, 
“The Sherman Act should not now 
be given an interpretation which, 
in effect, puts every important 
newspaper in the country in a 
straitjacket—so that it cannot 
move, so that it cannot grow or 
improve, or even carry on its nor- 
mal business.” 

The Times-Picayune, in appeal- 
ing to the Supreme Court, ques- 
tioned the legal authority to force 
abandonment of a unit rate ar- 
rangement that has been in effect 
for 40 years. The company also said 
the decision would keep it from 
making the most economical use of 
its plant, and added that it doubted 
whether certain anti-trust regula- 
tions apply to newspapers. In the 
latter connection, the company ex- 
pressed doubt that a publisher 
could be prevented from selling 
his whole product—both morning 
and evening papers—as a unit and 
be compelled to offer it for sale 
in parts. 


s Among the 167 newspapers rep- 
resented in the amici curiae brief 
were the Birmingham News and 
Post-Herald, Arizona Daily Star & 
Daily Citizen, Atlanta Constitution 
and Journal, Boise Daily States- 
man and Evening Statesman, Indi- 
anapolis Star and News, Des 
Moines Register and _ Tribune, 
Louisville Times and Courier- 
Journal, Minneapolis Tribune and 
Star, Rochester Democrat & Chron- 
icle and Times-Union, Tulsa World 
and Tribune, Charleston News and 
Courier & Post, Richmond Times 
Dispatch and News Leader. 


To Graceman & Associates 


Waterbury Companies, Water- 
bury, Conn., maker of molded plas- 
tic products, metal stampings and 
buttons, has appointed Edward 
Graceman & Associates, Hartford, 
to handle its advertising, promo- 
tion and public relations. 


Joy Hosiery Names Agency 


Joy Hosiery Co., Clifton, N.J., 
has appointed O’Neil, Larson & 
McMahon, New York, to handle its 
advertising. Newspapers, maga- 
zines, radio and television will be 
used. 
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| HARRY VOLK JR. ART STUDIO 
600 Central Bidg., Atlantic City, N. J. | 
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F. Donald Coster (right) headed an $86,000,000 
corporation. Philip Musica (left) was a jailbird. 
One built a huge company. The other milked it for 
millions. When they proved to be the same person, 
Wall Street rocked. The whole sleight-of-hand 
story in this week’s Post will rock you, too! 
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The Post’s great reading has won the nation’s 
loyalty. So have its advertising pages. Take the 
automotive field, for example. Last year a thousand 
top jobbers were interviewed. They picked the 
Post 44 to 1 over any other magazine as the selling 
support for the lines they handle! 


People stare bug-eyed at Museum of Natural 
History’s dinosaurs, shrunken heads, stuffed whales. 
They don’t see scientists studying everything from 
a cat’s love life to fake gems, discovering military 
inventions, tips on child;yaising. Milton MacKaye 
takes you behind the scenes. 


The Saturday Even: 


POST » 


RECOGNIZED (” 
VALUES 


te 


From penicillin to penny candy, 
a drug store sells almost every- 
thing. And nowhere is customer 
confidence more important. Products that appear 
in the Post—Post Recognized Values—are always 
best sellers. Ask any druggist. 


Would you help a deserter? If he were cold? 
Hungry? Dying of pneumonia? A tough problem 
for an adult. Even tougher for the son of a colonel. 
Kay Boyle brings it to life in The Soldier Ran 
Away. Top-flight fiction like this helps explain why 
readers spend the most time with the Post. 
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Gets New Orleans TV Permit 
Supreme Broadcasting Co., New 
Orleans, has received permission | 
from the FCC to operate a u.h.f. | 
station in New Orleans over Chan- | 
nel 61. The company operates | 
WJMR, New Orleans. 


\index had to be changed from a} 
1935-39 base period to a 1947-49 


‘Price Index Held 
Accurate Within 1% aE 


Cuicaco, Feb. 26—The Labor s Ina speech explaining the index 
Department’s controversial new | to the Chicago chapter of the 
“revised price index is the most ac- American Statistical Assn. last 
\curate—to within one-tenth of 1% ‘night, the said it will show the 
'——-since consumer prices have been pattern of spending of 12,500 fami- 
measured, according to Mrs. Ary- lies. 
ness Joy Wickens, deputy commis-| It also includes small cities for | 
sioner, Bureau of Labor Statistics. the first time—16 were used—and 
The revised index, covering Jan- 46 are covered compared to 34 in 
uary prices, is to be issued for the the 1950 index. The number of 
| first time tomorrow. In recognition | items covered has been increased 
of changed buying habits, it in- | | from 225 to 300. 
cludes for the first time cost of! The index will reveal, Mrs. 
home ownership, used car prices Wickens said, that 55% of all 
and prices of meals away from! wage earners now own homes and 
| home. that in some cities it is as high as 
avec ATcuans, a According to Mrs. Wickens, these | two-thirds. Also new, she said, is | 
207 £. 37th St., N. ¥.City16 items are one of the reasons the the fact 4.6% of family budgets | 


Page Joins Ross Roy Inc. 

Florence C. Page, previously 
with Benton & Bowles, has joined 
the New York office of Ross Roy 
Inc. as director of media. 


IT’S IN THE BAG 
| when you use photos in your 

promotions. Surveys prove. 
peopie prefer them. Pictorial | 
mags. and newspapers reach 
top circulations because of 
them. SINGLE PRINTS or 
money-saving sub. avail- 
able. Write for FREE Proof- 


‘to 30.1% 


now are spent on meals away from 
home. 


= The old index, Mrs. Wickens ex- 
plained, attached too much im- 
portance to food—44% compared 
in the new index. Its 
greatest single omission, she said, 
was home ownership. As a result 
of a Presidential order, however, 
the old index is to be resumed and 
published along with the new. 


FCC Approves WTVN Sale 

The Federal Communications 
Commission has approved the sale 
of WTVN, Columbus, O., to Radio 
Cincinnati Inc., the Taft family 
company which owns WKRC and 
WKRC-TV in Cincinnati. Edward 
H. Lamb, owner of the Columbus 
TV station, will receive approxi- 
mately $2,000,000 for the property. 


CHICAGO 


AND 6 COUNTY AREA, FOR 


DAY TIM AUDIENCE 


5 Rpg 


NIELSEN | COVERAGE. SERVICE AREA REPORT 


W-I-N-D reaches an average daily daytime audience of 


827,830 


Chicago area radio homes 


the most homes per dollar station 


560 Ke. « 5000 Watts 
24 HOURS A DAY 


Represented by AM RADIO SALES CO., NEW YORK, CHICAGO 
Robert Meeker & Associates, West Coast Representatives 
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King-Size, Filter, 
Cork-Tip Cigaret 
Brands Announced 


(Continued from Page 1) 
but it hasn’t decided whether this 
expansion will be fast or slow, this 
consideration being partly a pro- 
duction problem, according to Mr. 
Cutchins. 

When asked if there were any 
revisions in the works for other 
Brown & Williamson brands—Ra- 
leigh, Wings, Kools, etc.—Mr. 
Cutchins gave a noncommittal an- 
swer which left an affirmative im- 
pression. He said: “Nothing that is 
for publication at the moment.” 

Philip Morris Co., which is go- 
ing strong with the king-size PM, 
according to the company’s star 
TV salesman, Desi Arnaz, will be- 
gin selling Dunhill with cork tips 
as well as plain next month. 


# The new Dunhill will go on sale 
in four states—one each in the 
East, South, Midwest and West— 
about March 15. Distribution will 
be national by the end of the 
month. 

Newspaper announcement ads in 
the selected states will be followed 
by heavy radio and TV schedules. 
Harry W. Chesley Jr., v.p. in 
charge of advertising and promo- 
tion, told AA that the details of the 
broadcast campaign are still being 
worked out. Though it wili be in- 
tensive, the drive will not be a 
carbon copy of the saturation tech- 
nique used several months ago 
when the company started its-big 
push for this king-size brand, he 
indicated. 

Video spots will be used to sup- 
plement the markets not reached 
by Dunhill’s current network TV 
program, “My Hero” (NBC). In 
radio the company has not yet de- 
cided between a limited network 
program or spot coverage via an- 
nouncements or programs. 


® Philip Morris also has its eyes 
set on the filter portion of the mar- 
ket. The company has been con- 
sidering Cambridge—among other 
names—for a possible new brand. 
This filter cigaret is not expected 
to hit the market soon, since the 
installation of machinery for its 
manufacture will take some time. 

Liggett & Myers Tobacco Co., 
which started the king-size rush 
with the long Chesterfield, will be- 
gin selling a new cork-tip king- 
size Fatima in 18 major markets 
Monday, March 2. This brand was 
elongated four years ago. 

The cigarets will be available 
first in New York, Philadelphia, 
Boston, Detroit, Baltimore, Wash- 
ington, Cleveland, Pittsburgh, Chi- 
cago, Los Angeles, San Francisco, 
Denver, Atlanta, Dallas, Fort 
Worth, Columbus, Louisville and 
Cincinnati. 


ws Large-space newspaper copy 
will let smokers know that “Fa- 
tima has a new tip for your lips” 
and the slogan will be repeated in 
radio and TV spots. Cunningham 
& Walsh is the agency. 

These were the major news de- 
velopments in the cigaret field, 
but for every actuality there were 
at least three rumors. One of the 
most persistent centers on the fu- 
ture counter strategy of American 
Tobacco Co., maker of the two 


| best-selling king-size brands, Pall 


Mall and Herbert Tareyton. Some 
tobacco men think American’s 
Lucky Strike will meet the Ches- 
terfield and Philip Morris chal- 
lenge by going king-size. 

For the umpteenth time, Amer- 
ican Tobacco denied the rumor. 


JUST ASK FOR MARIE: 


Call WAbash 2-8655 and ask for 
suntred Maize on your “next multi- 
address or 
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Is 
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Lhe 


ERICAN WEEKLY 
creates KNTHUS [ASM 


During the first quarter of 53, The American Weekly shows 


a whopping 48.5% gain in advertising revenue 


over the similar period last year! 


“Enthusiasm is interest raised to a buying pitch! 
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UWE WORLDS GREATEST BUILDING PAPER 
FEBRUARY 1953 PRice 15 CEATS 


» Here’s the vital hook-up between your product 
advertising in AMERICAN BUILDER to the buyers and 
21,143 COPIES THIS Issue JANUARY, 1953 users—and the potent selling power of 18,000 wholesale 
and retail salesmen. This missing link in the mighty light 
construction market is provided by, and only by, the 


. ea . le o 1 : 
ighetonsirucion Merchandiser | eiSrssia Reto cne 


Every advertisement in AMERICAN BUILDER is keyed 


in capsule form in the AB Light Construction Merchan- 


. . . j 
Gsonsia-ractie svednates diser without cost—to enlist the strength of the 18,000 | 
DEALER AND BUILDER SALES OF NEW PLYWOODS | Thi. (Month's “team” members who represent your products—who 
- ge | Georgia-Pacific has two new plywood : ee ee ® ' : 
ait Hezparthoop prdugts, “They take two | double page Ad Reville back up your advertising—who clinch your sales! | 
; ntilders and dealers al Here is a brief resume of the adverti . 
SR GaaTEE MOT Yeu wit find on Tapes 150 snd 131 of | ings the Jumery bnvcol Information Query Cards by the thou- 
SELLS ON SIGHT! Thotographe Mlustrating“W EDGEWOOD", B eriyanalaper egy sands are passed along to AB advertisers 
wet oer tet SO. ee Georgia- Pacific's new low cost textured ply- ~ 4 / . 
= oo Sy eens ie = mone with the af inary “te aw h of gitneat nUioee: for special follow-up. How better or 
rama-tha son 4 . *¢ 
Georgia-Paciic. introduces “GPX. | These subscribers account for more quicker can you supply additional facts 
GREEN” on Pages 198 and 199, It's the than 80% of all light construction. . 
new platetace plywoor! that's engineered | Cash inom this hous market. J ee about your products and promotions to 
or paintin: ey suggest at you see your dditional information ava e ° 
Geutyla Pacitix bom atatns sah today or where indicated by a dia the specific points where needed? 
products 2 


send in the post card for more information New 
Graham Rohrer, advertising manager of a ck 
Georgia-Pacific Plywood Company, say« 
“We feel that American Builder has playg 
an important part in building by “ 
good will for Georgia-Pagh 
building contrac toped 


Yes, IT WORKS! Letters from every 
segment of the light construction indus- 
try acclaim the AB Light Construction 
Merchandiser as the most constructive 
forward-looking step in publication 
services to the field. 


Ask for the reprint “Outlook for 1953— 
1,000,000 Housing Units,” byWm.C. Bober, 
published in the January issue. 


MER 
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Nu-Way Weather Strip Easiest in 
World To Put On 


Any clerk, regardless of experience, can 
sell Nu-Way Weather Strip, because any 
customer can put it on quickly and easily 

Nu-Way works perfectly in most any type 
window, storm-sash or door, made of moth 
proof pre-shrunk, color-fast wool felt and 
white metal 

Numetal Window Sets are complete in 
convenient packages. Quickly and easily in- 
stalled by anyone. 

The NuGard Automatic door hootom and 
draft eliminator is the perfect answer for all 
drafty doors-inside or outsice 

Mr. Robert Macklanburg ot Macklan- 
burg-Duncan, manufacturers of America’s 
Leading Weatherstrips, says “Three years 
ago we increased our schedule in American 
Builder to a spread in color in bleed every 
month. The benefit of this program to 
Macklanburg-Duncan dealers is attested by 
our renewal of the contract each time that it 
has expired, We feel that our advertising in 
American Builder is a substantial assist to 
our firm policy of one hundred percent dis- 
tribution through dealers.” 
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~~ BUILDER-DEALER 


American BuitpeR tS 
CATALOG-DIRECTORY ISSUE | Cae 
Firectory % 


Sag FOR THE 
iN Light Construction Industry / 


| This is the one comprehensive Builder-and-Dealer Buying Guide. 
| 16 Editorial Sections spot YOUR product advertising in its most 


effective position—backed by authoritative editorial material of con- 


tinued reference value. The all-year issue you can’t afford to miss. 


Now comes COLOR! With the January 1953 issue 
AMERICAN BUILDER inaugurates a full-color section presenting 
the “AMERICAN BUILDER Blue Print House.” This feature brings 


all the rich value of full-color to give new meaning and usefulness 


Fe mas Thanks for the Bouquet! 


AMERICAN BUILDER—1952 citation by the 
Pres Show of the American Institute of 
Graphic Arts—for excellence of illustration. 


to the designs presented. 


Another advance in the services of “The Most Useful Book in the 
Light Construction Industry!” 


AMERICAN BUILDER gives you the 3-way power to reach and activate 
) this 22 billion-dollar field—Active Builders—Able Buyers—Alert Boosters. 


RICAN BUILDER —— 


A Simmons-Boardman Publication 


Advertisers! Agencies! 


ET, CHICAGO 3, ILL. 30 CHURCH STREET, NEW YORK 7, N. Y. 
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Help Improve P. O. Operations 


The series of articles on postal operation written by Stanley E. 
Cohen, Washington editor of ADVERTISING AGE, has already accom- 
plished its purpose, in one very important respect. 

It has been extraordinarily successful in calling attention to the 
problems and deficiencies of postal service, and in preventing this 
important department of government from being forgotten in the press 
of more glamorous government problems. And that, to a large extent, 
was the reason for the series. 

Reaction has been quick, widespread and quite flattering. Several 
thousand reprints of the series have been ordered and distributed to 
members of Congress, to members of the executive branches of the 
federal government which have a particular interest in postal mat- 
ters, to mail users, to union organizations, and to others. 

The Post Office and its problems were specifically referred to by 
President Eisenhower in his first message to Congress, and top postal 
officials have exhibited a keen desire to discuss possible changes and 
improvements in postal service with ApverTIsING AGE staff members 
and with members of the AA reading family. In fact, the Post Office 
Department has specifically requested Mr. Cohen to gather all the 
suggestions he can from AA readers, and then to pass them on to top 
postal officials for their consideration. 

“The atmosphere,” as AA reported last week, “was never better 
for a change. But it is not enough to say, ‘Let’s adopt modern methods,’ 
or ‘Let’s cut out the politics. What can be done to improve the 
mail service?” 

Pass along your suggestions to Stanley E. Cohen, Washington edi- 
tor, ADVERTISING AcE, 995 National Press Bldg., Washington 4, D. C. 
Your name will be held in confidence if you wish, but your idea or 
ideas will be brought to the attention of individuals who are ready 
and eager to consider any practical suggestions. 


The True Cost of Advertising 


The figures presented in this issue on advertising costs show that 
during the past year, the dollar costs of delivering an advertising 
impression moved up about 5%. This is not particularly surprising, 
since most advertising costs have risen less than the general price 
level during the postwar period, and a prolonged effort to hold down 
increases has finally resulted in some belated but essential price 
increases. 

The analysis of advertising costs—ApverTIsING Ace’s fourth ex- 
cursion into an extremely difficult realm—takes a good many factors 
into account in attempting to present a coherent picture of changes in 
the cost of advertising. 

The one factor which is not included in the cost discussion, how- 
ever, and which may well be the most important factor of all, is the 
relation of advertising cost to potential sales effectiveness. 

Cost per thousand impressions, the factor to which AA’s analysis 
relates costs, is an important consideration, but equally important 
is the potential buying power represented by those impressions. In 
the business paper field, for example, costs have risen fairly sharply 
in the last two or three years, after a long period in which publishers 
struggled manfully, and with remarkable success, to hold rates steady 
while publishing costs mounted alarmingly. But even so, if business 
paper advertising costs are related to the buying power represented 
by business paper readers, there can be no doubt that 1952 or 1953 
advertising costs are greatly below those of 1939. 

The cost of making an advertising impression has increased in re- 
cent years. But the value of making the impression has increased 
even more, compared with prewar days. A dollar may not buy as 
much advertising space or time now as it did a dozen years ago, but 
it will probably buy more sales volume. 


—From calendar and film timing chart 
by Academy Film Productions, Chicago. 


“Once and for all—no more puppet shows!” 


What They're Saying 


Motives for Buying? Don’! 
Dig too Deep, Crosby Says 

...An adman named Edward 
Weiss, of Weiss & Geller, is prob- 
ing our subconscious to find out 
why we really buy things. Our 
emotional drives, says Weiss, are 
being overlooked in TV salesman- 
ship. If I understand him correctly, 
Weiss is complaining that the ad- 
men are selling us toothpaste only 
on the ground we want to brush 
our teeth. They should be search- 
ing for something deeper—how we 
felt toward our mothers, what 
were our prenatal experiences, 
how deep were the sibling rival- 
ries, that sort of thing. 

Frankly, I’m alarmed. The ad- 
men were bad enough when they 
were just stirring up in me an un- 
solicited lust for spray deodorants. 
I don’t want them messing around 
with my subconscious. My subcon- 
scious has been wonderfully qui- 
escent lately and I’d like to keep 
it that way. The job of an adman, 
as I see it, is not to cure neuroses 
anyhow; it is to create them. Your 
good adman can take a perfectly 
contented housewife and stir up 
in her a whole mess of discontents 
over her outmoded refrigerator, 
her last year’s car, her tired old 
linoleum. 

Don’t go fishing around our 
more fundamental cravings, Weiss. 
Inside the subconscious of the 
average housewife lie the seeds of 
your own destruction and that of 
the whole ad industry. It’s entirely 
possible that the housewife, if you 
probe deep enough, will discover 
she never wanted to buy half the 


stuff in the first place. 


—John Crosby’s “Radio and Televi- 
sion” column, New York Herald 
Tribune, Feb. 16. 


Women in Selling Jobs 

Saying a woman can’t sell major 
appliances is about as ill-consid- 
ered a remark as saying a woman 
| shouldn’t drive a car because she 
'ean’t change a tire. Selling, like 
driving, is largely a matter of 
judgment. The confirmed bache- 
| lor attitude on the part of the typ- 
‘ical appliance store toward wo- 


men salespeople is all well and 
good, so far as it goes. But a per- 
sonnel manager might well assume 
some of the enthusiasm and dis- 
crimination of the courting swain 
in considering women for selling 
jobs. 


—Harry Martin, 
Feb. 10 issue. 


in Retailing Daily, 


Helps All Newspapers 

It has taken the newspaper busi- 
ness a long time and some painful 
experiences to learn that any pro- 
gram or idea which does a con- 
structive job of selling advertising 
for any one segment of the news- 
per business helps all newspapers. 

It is more important that this 
principle be recognized today than 
ever before because of the number 
of other advertising media. their 


size and competitive vigor. 
—Joyce A. Swan, v.p. and general 
manager, Minneapolis Star and Trib- 
une, speaking before Inland Press 
Assn., Feb. 17. 


Advice for Copy Men 

To young copywriters I would 
give this bit of advice. If you are 
not willing to make your mind 
exert itself to its ultimate limit, if 
you adopt a free-and-easy atti- 
tude towards the copy you write, 
if you don’t get enthused and ex- 
hilarated about every piece of copy 
you are asked to create, you will 
not get far as a copywriter. 

And to the copy chief I would 
say--try to get people with real 
ability, then give them plenty of 
rope. When your copy man turns 
out a piece of copy that shows that 
real effort and originality have 
gone into it, tell him how good you 
think it is. 

When the account executive or 
client speaks well of his copy, tell 


him ihat, too. The copywriter in| 


the long run gets little enough rec- 
ognition for the creative effort he 


puts into his work, and the energy 


he burns up in the process. Give 
him all the credit he deserves. A 
good copywriter is one of the most 
important assets to your business. 


—h. J. Caverhill, in the Feb. 14 issue 
of Marketing, Toronto. 
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Rough Proofs 


Gladys the beautiful receptionist 
says if farm prices keep on going 
down, pretty soon the farmers 
| won’t be much better off than the 
‘rest of us. 

| 


} 
e 
| 


| Life is paying Harry Truman a 
lot of dough to write his memoirs, 
it is reported. A much more ex- 
citing series could be turned out 
by Margaret under the title, “Life 
with Father.” 


Henry Ford II believes in free 
trade for the whole world, and 
proves it by making Fords in Can- 
ada and selling British Fords right 
here in the United States. 


Anheuser-Busch, the new owner 
of the St. Louis Cards, probably 
won’t change the name of the club 
as long as its games are broadcast 
by Griesedieck beer. 


Pabst says frankly it asks view- 
ers of its television boxing matches 
to drink its beer, and Philip Mor- 
ris is wistfully considering making 
the same kind of appeal to the en- 
thusiastic fans of “I Love Lucy.” 


Indecision is a costly commodity. 
Du Pont says women decide the 
brands to buy in supermarkets in 
seconds, but if they decide not to 
buy, it takes them twice as long. 


Wallaces’ Farmer reported ’way 
back on Sept. 20 that the farmers 
were going to vote for Eisenhow- 
er, but apparently the news made 
little impression on that old Iowan, 
George Gallup. 


C. D. Jackson, AA’s Washington 
editor says, will occupy the “hot 
seat” in the psychological warfare 
program, but after Radio Free 
Europe, he’s probably used to it. 


The reason department stores 
have decided they can’t make any 
money selling popular household 
appliances is because so many 
of their competitors can get it for 
you wholesale. 


“Kiss lazy wholesale-retail mar- 
keting goodby,” advises Opportun- 
ity magazine. 

Them’s fightin’ words, podner. 


“Les Pearl,” says David Ogilvy, 
“is cne of the few surviving copy- 
writers who can really write.” 

And he doesn’t even get a by- 
line. 


Vie Sholis says radio has been 
the victim of “fantastically expen- 
sive research,” whose results “were 
fantastically misused.” 

He means he doesn’t like pro- 
gram ratings. 


° 

| Rumors that Arthur Godfrey 
might go into government service 
dismayed his listeners, not to men- 
tion the hopeful sponsors who in- 
vest $15,000,000 a year in his 
unique talents. 


Copy Cus. 
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7 PLAN ON BIGGER SALES AHEAD IN 


DELAWARE VALLEY, U.S.A. 


..- THE WORLD’S GREATEST INDUSTRIAL AREA 


OO a ae 


A quick look at Delaware Valley uncovers a 1% billion dollar development 
program by industry. Payrolls boom and 1% million families spend over 
/ 4% billion dollars yearly. All signs sti// point upward in Delaware Valley! 


Through public service and enterprise, THE PHILADELPHIA INQUIRER 
enjoys top influence in every corner of the bustling Valley. Advertisers 


rae 


COunry 


; Now in its 20th find this intensive coverage vital, for over half 
“cnden toodinnie the Valley lives and buys outside Philadelphia. 
iene Your product advertising in THE INQUIRER 


\ 
a \ 

| fAmorm \ 
\founry, * 


will pay off, too, in “dividend” sales through- 
out Delaware Valley! 


! Constructively Serving the World's Greatest Industrial Area 


Exclusive Advertising Representotives: ROBERT T. DEVLIN, JR., 342 Madison Ave., N.Y.C., Murray Hill 2-5838; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, 
Penobscot Bidg., Detroit, Woodward 5-7260. West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., Son Francisco, Gorfleld 1-7946 * 1127 Wilshire Boulevard, Los Angeles, Michigan 0259 
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© Wins instant dealer acceptance 


‘Busch Owns Ball 
‘Club But Sponsor 
| Is Still Griesedieck 


@ Makes every display pay its way 


‘Bras. Brewery Co. will sponsor 
_the broadcasts of the games again 
|as they have for the past nine 
/years. But Anheuser-Busch Inc. 
‘is the new club owner. 

_ Griesedieck signed the radio 
‘contract before Anheuser-Busch 
made the purchase last week. And 
the two brewers have agreed that 
Griesedieck will go ahead with its 
.sponsorship this season. 

The real story on the Cardinals’ 
games radio sponsorships, how- 
ever, is in the offices of Ruthrauff 

|& Ryan here, Griesedieck’s agen- 


KLEEN-STIK PRODUCTS, Inc. © 


ls Ruthrauff & Ryan has been 


CONVERTS 
‘|WINDOw STREAMERS 


@ KLEEN-STIK streamers can be used on win- 


into FAVORED 
f dows, doors, counters, walls, refri tors, 
Point -of Pur chase a | mirrors, cash registers, ei Sa aia, tae 
_ DISPLAYS! H fountains, lunch counters, booths, etc. 


a Flrsia your printer or Hithetfeoher 
Write foiay, for your ern = J ae KIT FREE I 
Steal ot si of i 


Sms 


°@ 


WHAT HAS HAPPENED 
TO THE COST OF SELLING ? 


Industry Survey Shows: 


IN THE PAST TEN YEARS... 
COST OF PERSONAL SALES 
CONTACT IN INDUSTRY HAS 
GONE UP 81%... PUBLICATION 
ADVERTISING COST PER 
CONTACT UP 39% 


St. Louis, Feb. 26—Loyal Car-. 
dinal fans are in for a bit of con- | 
‘fusion this coming season. What. 
beer shall they drink? Griesedieck | 


PROJECT: To determine trend in 
cost of personal sales calls and the 
trend in cost of advertising sales 
contacts. 


PROCEDURE: Cost per sales call 
was determined by a McGraw-Hill 
survey among sales managers of 87 
industrial companies. 


Cost per advertising sales contact 
was established by analyzing rates 
and circulation of 226 Business Pub- 
lications listed in the January, 1942, 
and January, 1952, issues of Stand- 
ard Rate & Data Service. 


RESULTS*: Between 1942 and 1952, 
average cost of personal sales calls 
went from $9.02 per call to $16.31 
per call. Average cost of business 
paper advertising went from 9/10 of 
a cent per contact to 1\4¢. 


ontaving for the inflationary increase revealed by 
the U ment of Labor consumer price 
— for the 1942-52 period, cost of saleamen’s 

had an actual increase of 10.4% above the 
general rise in prices. The cost of business mage. 
zine advertising contacts dropped 1744°% below 
actual price levels, 


McGRAW-HILL PUBLISHING COMPANY, INC. 


AbD 330 WEST 42nd STREET, NEW YORK 36, N. Y. 


BEARD QUARTER S FO 


CONCLUSION: With rising and in- 
flated sales costs—with the need for 
greater sales apparent on all fronts— 
it is important to remember that ad- 
vertising in Business Publications 
can accomplish the necessary and 


preliminary steps to a sale, at a cost 
of 1!{ cents per sales contact. This 
will free the salesman for the all- 
important final and closing steps . . . 
making each of his $16.31 calls more 
effective. 


A complete paaeee of the above study is contained in our Research De- 


rtment’s La 


ratory of Advertising Performance Data Sheet #7020. 


f you want facts regarding this or other subjects related to business 
k 


paper advertising, as 


your McGraw-Hill man. 


1942 
Cost of Contact 


1952 
Cost of Contact 
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1939—at that time for Hyde Park 
Brewery—and has been respon- 
sible for the growth of the Cardi- 
|nals’ broadcast network, which 
‘reached 96 stations last year and 
will probably hit 100 stations this 
season. 

Oscar Zahner, senior v.p. and 
manager of the St. Louis office, 
has been the man handling this 
| for the agency all along. 

The agency picked up the 
broadcasts in 1939 when General 
Mills, for Wheaties, dropped its 
sponsorship. At that time Genera] 
Mills was the leading sponsor of 
baseball games about the country. 

When Ruthrauff & Ryan stopped 
handling Hyde Park Brewery in 
1942 and became Griesedieck’s 
agency, the broadcasts’ sponsor- 
ship was switched to the new cli- 
ent. Griesedieck’s sponsorship be- 
gan in 1943, since Hyde Park’s 
contract covered the 1942 season. 


# Over the years, the agency has 
added stations to the baseball net- 
work, building it up to its present 
size from 16. The network has 
been extended to achieve coverage 
of all the areas in which its cli- 
ents have distribution. If stations 
outside these areas want to carry 
the games also, permission has al- 
ways been given to the Cardinals 
to do so. 

Television has been another 
question. St. Louis, to date, has 
been a one-station town—KSD- 
TV—with network commitments 
difficult to clear for the games— 
especially since so many of the 
Cardinals’ games are at night. Al- 
so, Fred M. Saigh, the previous 
club owner, wouldn’t allow cer- 
tain games to be telecast because 
he felt it would hurt the gate re- 
ceipts. So far this year, no tele- 
casts are scheduled at all. Last 
year only two games were seen 
over video, quite a drop from the 
30 games Griesedieck was able to 
sponsor the first year. 


# August A. Busch Jr., head of 
Anheuser-Busch, feels that TV 
sponsorship is all right. But no 
discussions between the two brew- 
“rs on this point have been held. 

And what about next year? Os- 
car Zahner told ApvVERTISING AGE 
that although Griesedieck has an 
option for next year’s games, as 
it always does, he doesn’t think 
the option will be taken up. 

However, he indicated that none 
of these matters had been dis- 
cussed yet and they remain up in 
the air. 

It seems likely that Anheuser- 
Busch will want to sponsor the 
‘games for its own popular base- 
ball club. D’Arcy Advertising Co. 
is the Anheuser agency. 


ALBERT SALISBURY 

Cuicaco, Feb. 24—Albert L. 
Salisbury, 62, a retired account ex- 
ecutive, died Feb. 23. Inactive in 
the advertising field for the past 
10 years, Mr. Salisbury at one 
time was associated with Critch- 
field & Co., Chicago, the old 
Reincke-Ellis Co., Chicago, and 
other agencies. 


ARTHUR E. MORSE SR. 
Scranton, Feb. 24—Arthur E. 
‘Morse Sr., 77, founder of Arthur 
| E. Morse Advertising Agency, died 
| Feb. 19 after a long illness. 
| Mr. Morse started in the adver- 
| tising business in 1902 and became 
ad manager of the Scranton Trib- 
une. He left the paper to start his 
own agency, which he operated 
until his retirement in January of 


| last year. 
| 


JOHN W. HOLLAND 

HARTFORD, Feb. 25—John W. Hol- 
land, 66, manager of sales promo- 
tion for Western Massachusetts 
|Electric Co. until his retirement 
|two years ago, died at his Long- 
|'meadow, Mass., home on Feb. 19. 
|He had been associated with the 
utility company for 45 years. 
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It won't be long— 


h wl : 


before everyone is talking 


, " i H ] 

| about the greater 

t 

S 

e 

PATHFINDER MAGAZINE 

y 

r 

S 

a‘ e A few short weeks ago we announced the coming of a greater 
‘ PATHFINDER MAGAZINE with added attractions for readers and adver- 


tisers. With our reputation for success and a sound plan in hand, we 
counted on enthusiastic support. But we never in this world expected 


the volume of business which is rolling in from advertisers everywhere. 


e@ The first issue of the greater PATHFINDER will be the April issue, 
delivered on March 23rd. You'll see the biggest magazine in 
PATHFINDER’S 60 year history. It will contain more editorial pages, 
more color, more advertising and will be bought and read by more 


people than ever before. 


@ This is only the beginning. PATHFINDER is on the move! 


@ Perhaps we missed you. If you seek to win friends, influence 
important people or sell families with big needs and plenty of buying 


power, drop us a line or give us a ring for the up-to-the-minute facts 


on PATHFINDER. 


Pathfinder fj 
The Town Journal . _ 


Graham Patterson, Publisher 


Ld 


= 


( , Via FARM JOURNAL, INC., Washington Square, Philadelphia 5, Pa. 
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Incomplete... like a 


= 


media schedule without The Elks 


The Elks Magazine is your direct, most economical ap- 
proach to over a MILLION family men with incomes 
double the national median. Owners of The Elks Maga- 
zine, they believe in the advertising it carries. The Elks 
delivers this select market at only $2.14 per page per 
thousand. 


THE 


MAGAZINE 


Xa ¥ 


STAMATY 


one of 


eyes. 
In a_ special promotion 
f spring, 


poo. The price of a jar is $1. 


| 


Free Soap Goggles 
to Promote Shampoo 


BROOKLYN, N. Y., Feb. 24—Wash- | 
_ing children’s hair can be a prob- 
= but Kidmetics division of 
Associated Brands Inc. feels it has 
the answers—shampoo 
goggles to keep soap out of their 


it is providing a free 
shampoo goggle with each jar of. 
Kidmetics Creme Castile sham- 


this 


| Half-column ads announcing the. 


offer will appear in Good House- | 


keeping, Ladies’ 


Nay 


Home Journal, | 
Life, Parents’ Magazine, The Sat-, 


urday Evening Post and Woman’s 
|Home Companion starting the last | 


week of March. 


| The campaign will continue for 
three months and will be backed | 
/by a budget in excess of $50,000. 
‘Louis F. Herman, Newark, N. J., 


/expected to reach $250,000. 
Segal Lock to Chirurg 

‘as Chirurg Co., 
| York office of the agency. 


per copy is being prepared. 


Segal Lock & Hardware Co., New 
| York, has appointed James Thom- 
New York and 
'Boston, to handle its advertising. 
‘It will be serviced by the New 


‘company has been handling its | 
|advertising directly. Business pa- 


WFMY-TV Boosts Baskerville 


William S. Baskerville has been 
promoted from an account execu- 
tive to commercial manager of 
WFMY-TV, Greensboro, N. C. He 
succeeds Virgil Evans, who has 
been named general manager of 
WCOG, Greensboro radio station. 


is the agency. The division says) 
its total budget for the year is 


The | 


YOU MIGHT CAST A TROUT FLY 183 FEET*— 


BUT... 


YOU NEED THE 
FETZER STATIONS 
TO LAND SALES 


IN WESTERN MICHIGAN! 


Here’s proof that the Fetzer stations—WKZO- 
WJEF in radio, WKZO-TYV in television—are 
Western Michigan’s best advertising buys. 


WKZO-WJEF RADIO 


WKZO, Kalamazoo, and WJEF, Grand Rapids, 
rank among the nation’s top radio values. To- 
gether they deliver about 62.6% more city 
listeners than the next-best two-station choice 
in these two cities—yet they actually cost less! 
For Total Rated Time Periods (February-March, 
1952 Hoopers), WJEF gets a 15.4% greater 
Share of Audience than its nearest competition. 
And according to the February, 1952 Pulse, 


WKZO gets more listeners, morning, noon and 
night, than all other stations combined! 


WKZO-TV 


WKZO.-TY is the Official Basic CBS Television 
Outlet for Kalamazoo-Grand Rapids. This is 
America’s 25th television market—a bigger TV 
market than Atlanta, New Orleans, Kansas City 
or Seattle! The December 1952 Videodex Re- 
port credits WKZO-TV with 86.9% more after- 
noon viewers than Western Michigan’s other 
TV station—129.3% more evening viewers! 

Write direct for the whole Fetzer story, or 
ask Avery-Knodel. 


*Dick Miller of Huntington Beach, California, holds this world’s record. 


WKZO 


tor4 In KALAMAZOO 


ALL THREE OWNED AND OPERATED BY 


FETZER BROADCASTING COMPANY 
AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES 


Advertising Age, March 2, 1953 


Getting Personal 


Maurice J. Phillips is in Bay Ridge sanitarium for a kidney ail- 
ment. He’s assistant advertising manager of the Inco Nickel alloys 
division of International Nickel Co., and also president of the In- 
dustrial Advertisers Assn. of New York... 

For the second consecutive year Bill Treadwell, director of pub- 
lic relations for Leo Burnett Co., has been named winner of the 
1952 American Public Relations Assn. award. He got it for his Tea 
Council campaign in the field of trade and consumer marketing and 
distribution. .. 

Back on the job after a sojourn in Florida is George Abrams, 
ad manager for Block Drug Co...Argosy publisher Henry Steeger 
recently told the American Legion’s New York Adpost about some 
of the satisfying work being done by the magazine’s Court of Last 
Resort... 


oa 
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UP FOR LIFE—E. Lansing Ray (right), publisher and board chairman of the St. Louis 

Globe-Democrat, accepts a plaque marking the life-long membership awarded him 

by the Advertising Club of St. Louis. Supervising the presentation are Gov. Phil M. 

Donnelly (center) of Missouri and Robert G. Stolz, ad manager of Brown Shoe Co. 
and president of the adclub. 


Robert E. Noble Jr., a radio director for American Broadcasting 
Co., is a first-time father of twins, Sara and Robert...Over at 
WPIX, Jack F. A. Flynn, program administrative assistant, is cele- 
brating the arrival of a son... 

Kevin J. Maickel, a member of the research department at Calkins 
& Holden, Carlock, McClinton & Smith, weds Rosemary Gallo 
April 4...The Junior League Club of Houston is holding a one-man 
show of paintings by Nye Pharr, senior art director of Anderson 
& Cairns, New York. It runs through March 17...W. J. J. Butler, 
director of advertising, Toronto Globe & Mail, is enjoying a winter 
vacation with Mrs. Butler at Hotel Casablanca, Montego Bay, Ja- 
maica, British West Indies. . . 

Newcomer in the Young Presidents’ Organization is John Justin 
Jr., president of H. J. Justin & Sons, Fort Worth, manufacturer of 
cowboy boots. He’s also president of Justin Belt Co., Justin Exports 
Inc., and Fort Worth Boot Co... 

Wortham C. Beaumont of Beaumont & Hohman Inc., San Fran- 
cisco, has given the first names of his partner, Henry Hohman, and 
himself to a son born to Mrs. Beaumont on Feb. 18. Henry Wortham 
Beaumont was born in a Santa Rosa hospital near where the Beau- 
monts own a farm. He is the couple’s second son... 

Julius Davidson, publisher of the Daytona Beach Morning Journal 
and Evening News, was the recipient of a certificate of award at the 
local Chamber of Commerce membership meeting. Mr. Davidson, an 
octogenarian still active in the management of the newspapers, was 
cited “for outstanding contribution to the welfare and development 
of the Halifax area as a humanitarian and exponent of the truth 
and a crusader for good government in this community.”. . 

The Boston Junior CofC picked Henry B. King, assistant to the 
president of John Donnelly & Sons, as one of the ten outstanding 
young executives in the greater Boston area. In addition to his work 
as assistant to the president, Mr. King serves as coordinator of ad- 
vertising and public relations for Donnelly Advertising and its affil- 
iated companies... 

Coronet has a story by Elisa Bialk, wife of L. Martin Krautter, 
v.p. at Maxon Inc., Chicago. She’s also the author of a new book 
calied “Colt of Cripple Creek,” published by World Publishing Co. .. 

Commuting between Chicago and Miami Beach these days is 
Harry Coleman, head of the p.r. organization of that name. While 
he absorbs the Florida sun, he’s working with Jane Fisher, widow 
of Carl Fisher, builder of the Indianapolis Speedway, on a new and 
revised edition of her book, “Fabulous Hoosier.” The first edition 
was also the last, because the printer went bankrupt and melted 
down the type. Mrs. Fisher decided that the large number of re- 
quests for copies warranted the new job... 

G. Everett Hoyt, v.p. of Cunningham & Walsh, New York, has 
bought 1,207-acre, pre-Revolutionary Mulberry Plantation, near 
Moncks Corner, S. C., which includes about 88 acres of cultivated 
land and Mulberry Castle, built in 1714... 

Pi Alpha Mu, national professional fraternity for advertising, pub- 
licity and journalistic management, initiated eight new members 
—all members of the ad staff of the Chicago Tribune. They are 
C. E. McKittrick, ad manager; Paul C. Fulton, manager of retail ad- 
vertising; Walter C. Kurz, manager of general advertising; W. J. 
Byrnes, sales promotion manager; Harry J. Hirsch, manager of the 
retail apparel division; William P. Van Benschoten and Edward D. 
Corboy, salesmen, and Howard Keefe, researcher. . . 
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- There’s no other ad medium like — 
_ PB’s Data & Specification file for 
reaching the $26 billion Light — 
~ Construction Industry : aa 


wes 
Ak 


The LOWEST COST way to 


; ‘// Here are some of the blue chip 
* * i / 
advertisers who used multiple 
Pe Olll 0 liC WI if] page space in the 1952 Data 
and Specifications file. 
: A-1 Plastic Molders, Inc. Jay G. McKenna, Inc. 
American Radiator & Kaiser Aluminum & 
a © Standard Sanitary Corp. Chemical Sales, Inc. 
American Structural Kwikset Soles and Service 
- Products Co. Libbey-Owens-Ford Giass Co. 
American Welding & L. J. Mueller Furnace Co. 
| Mfg. Co. Louisville Cement Co. 
; Andersen Corp. Ludman Corp. 
Barrett Div. (Allied Chemical Michael Flynn Mfg. Co. 
; & Dye Corp.) Mullins Mfg. Corp. 
Briggs Mfg. Co. National Electric Mfrs. Assn. 
Brown-Groves =, c Sales _ 
. . Te FH H Carr Adams & Collier Co. hio Rubber Co. 
| PB’s May Data & Specification file goes to 91,000 building men responsible for Cece Stel |S ert Ao 5 WE. Corbin A “ 
s . wy , elotex Corp. Perfection Sto °. 
: $8,350,000,000 in new home construction annually . . . $2,100,000,000 worth of Certoin-feed Froducts Corp. Pittsburgh Plate Glass Co. 
farm, commercial and related non-residential construction . . . PLUS $2 to $3 Sreee Oe ikece tale.) —— 
“Wy: . . ° : Delta Power Tool Div., Remington Arms 
billion in remodeling, alterations and repair work. Goaeall tie, Co. Sevadids ietete Co. 
’ ye fey pa Assn. ove =. , 
4 ‘“ ” *1 3° 2 H ; i ollansbee Stee! Corp. obbins & Myers, Inc. 
: As a “manufacturer” of buildings, the builder uses his Data & Specification ene Aare ath 5 Resin Plywood Seng 
, af of P j iri ild- Georgia-Pacific Plywood Skil Corp. 
: file whenever he plans designs, specifies and buys. In planning their jobs, build pac Le mia Os. 
: ’ sicrati i Homelite Corp. Syntron Mfg. Co. 
| ers themselves say they use PB’s May Data & Specification file five to 50 0 sent ny data Ab 
7, . i i Insulite Div., M. & O. Universal-Rundie Corp. 
more than any other source of the facts and figures essential to their profitable wand Wocseniies Geant core. 
. operation. 


Your how-to-do-it, how-to-use-it advertisement in PRACTICAL BUILDER’S May 
Data & Specifications file will be read and studied. It should prove your most 
effective medium for keeping your complete product story within EYE-REACH 
of the Light Construction Industry’s 91,000 building men, through June of 1954. 


vy = 


Space reservations to April 1 for the 1953 edition. Complete plates, April 7. 


7 Practical 
F Builder 


r 5 South Wabash « Chicago 3 


97% of these builders 
used one year’s file 
for 15 months. 


78% voted it their 
**most helpful and 
useful” regular 
building data refer- 
ence source. 


62% refer to PB’s 
data file when they 
need help in ordering 
and estimating.* 
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* ‘ ‘ ‘ . 
Independent marketing organization's survey figures 
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Armes Leaves ‘Boston Post 

Lyman Armes, promotion man- 
ager of the Boston Post since 1941, 
has resigned. 


Edw. A. Grossteld Moves 
Edw. A. Grossfeld & Staff, Chi- 

cago agency, has moved to new 

offices at 1020 N. Rush St. 


OFFSET USERS 


NO TYPE USED 
IN THIS AD! 


Anyone in your office can set perfect head- 
lines, body text, with Fototype. Easy, fast, pro- 
fessional. Cuts type costs by as much as 90%. 
Use for house organs, ads, direct mail, catalogs, 
brochures--even letterheads! Clean, sharp «har- 
acters... fur offset or silk screen reproduction. 
Over 250 styles and sizes. Get free catalog today! 


PittspurGH, Feb. 24—Creating 
impulse sales, not brand accept- 
ance, is the big challenge for con- 
sumer goods advertising today, ac- 
cording to Arthur Dimond, adver- 
‘tising manager of H. J. Heinz Co. 

The challenge has been brought 
‘about, Mr. Dimond told the Pitts- 
burgh Advertising Club last week, 
by the self-service revolution in 
|marketing mechanics. 


club, “we were always conscious 
that personal salesmanship in the 
store was what clinched the sale. 
_And our major problem today is to 
replace the million and a half sales 
people who formerly did the selling 
job before the advent of self-serv- 
ice.” 


® Pointing to the current Heinz 


Impulse Sales Are the Big Challenge 
of Consumer Ads, Heinz Exec Says 


“In the old days,” he told the| 


big market, with the ability to buy 

_what we have to sell, and we must 
‘maintain mass acceptance to sur- 
vive.” 


8 Mr. Dimond also urged the club 
. not to underestimate the power of 
advertising in newspapers, maga-|the farm markets. “The farmer’s 
zines, comics, supplements and out- standard of living,” he said, “out- 
door, Mr. Dimond stated: 'urbanizes that of the city dweller.” 

“While these advertising mes-| We described a party staged by 
Sages do incorporate both creative |}zeinz for tomato growers several 
skill and selling effectiveness, the | years ago and said that not only 
problem is not how high we can | was the parking lot filled with 
build acceptance for our product’ Buicks and Packards but that some 


but how skillful we can become in of the guests flew in with their own 
converting that acceptance into im- planes. 
|pulse sales.” | 


He said that modern self-service Nissen A 
<4 ppoints Reingold 
retailing “has made obsolete many| 5.1.) 3 Nissen Baking Co., Port- 


|of the sales and advertising tech- : 
/niques that built our business.” ae ay ol Se ae — 
| Not too many years ago Heinz’ | tising. é 


| major effort in magazine adver-| 


pve ten directed at the class Hicks & Greist Boosts Fox 
| field, to only one side of the tracks, | Robert Fox, group art director, 


| ‘ $ ‘“ i 

‘Mr. Dimond said. “Today, the has been promoted to executive 
‘economic fences between classes art director of Hicks & Greist, New 
‘have disappeared. We have one York. 
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The ‘yellow pages’ of the telephone directory have been America’s 
buying guide for over 60 years. 


That’s why national Trade Mark Service in the ‘yellow pages’ is the 
accepted and profitable way to“bridge the gap” between your national 
advertising and your authorized retail outlets. 


When you feature your trade-mark over a list of your dealers in 36 


million directories across 


the nation... or in selected markets ... you 


make it easy for prospects to buy your products or services. 


The ‘yellow pages’ help you, your dealers and your prospects. They’ll 


] 


of 


a 


Telephone your local Telephone Business Office for further information 


make your merchandising chain stronger. 


or look in Standard Rate and Data 


er 
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Advertising Age, March 2, 1953 


‘Retailers Should 
‘Pre-Evaluate’ All 
Advertising: Edwards 


PHILADELPHIA, Feb. 24—Retail- 
ers should pre-evaluate their ad- 
vertising before embarking on an 
ad campaign, Charles M. Edwards 
Jr., dean of New York University 
school of retailing, told members 
of the Philadelphia chapter of the 
American Marketing Assn. last 
week. 

Declaring that “many store ex- 
ecutives still do not know the dif- 
ference between successful and un- 
successful advertising techniques,” 
Dr. Edwards said that a careful 
check list of objective standards on 
what the store hopes to accomplish 
with its advertising would increase 
advertising productivity, lower ad- 
vertising expense, and reduce ad- 
vertising waste. 

Earlier, AMA members and 
guests heard Miss Ruth Brooker, 
assistant director of advertising 
and publicity for Hess Bros., Al- 
lentown department store, describe 
reasons for the store’s radical re- 
versal to “institutional” advertis- 
ing outside its normal market area, 
and the results. 


@ Declaring that “people thought 
we were crazy when we placed our 
first ad, describing our club plan 
for sterling silver, in the Philadel- 
phia Inquirer,” Miss Brooker said, 
“We sold $30,000 worth of sterling 
silver with that one ad.” 

Pointing out that Hess Bros. is 
interested first and foremost in the 
productivity of its ads, Miss Brook- 
er said the store’s institutional ad- 
vertising in the Philadelphia In- 
quirer and the New York Times 
had tremendously increased out- 
of-town traffic in the store by ex- 
citing curiosity about Hess Bros. 
and has brought’ considerable 
growth in mail order business with 
nationwide and foreign response on 
a large scale. 

“The biggest mistake merchants > 
make is to advertise merchandise 
that hasn’t moved in the store,” 
Miss Brooker declared. “Why ad- 
vertise your buyers’ mistakes? If 
the customer doesn’t want to buy 
it, no amount of advertising will 
induce her to.” 


@ Examine your advertising objec- 
tive before going into TV, Arnold 
Kaufman, retail specialist for Gen- 
eral Tele-radio Corp., New York, 
told the group. 

“Advertising is just like the price 
you pay for rent, investment in 
merchandise, and the salaries you 
pay; you must judge it by the job 
you want it to do,” he declared. 

Pointing to the anticipated in- 
crease in television stations 
throughout the country as the Fed- 
eral Communications Commission 
licenses more outlets, Mr. Kauf- 
man predicted that more program 
time at less expense should event- 
ually be available for local mer- 
chants who presently must com- 
pete for the limited time left after 
network broadcasts. 


McCall Corp. Boosts Four 
Barbara Hewson, managing edi- 
tor, has been promoted to editor of 
Better Living, store-distributed 
magazine backed by McCall Corp., 
|New York. She succeeds Christine 
Holbrook, who has resigned. John 
English, art editor of McCall’s, has 
been advanced to art director of 
McCall’s and editorial art consult- 
ant of Better Living. Philip Miller, 
associate art editor of McCall’s, 
is now art director of Better Liv- 
ing, to succeed Russell Rypsam, 
who has resigned. Albert W. Ham- 
mond, production manager of the 
sales department of McCall’s since 
1949, has been advanced to the new 
post of manager of the department. 


Barry Named Jay Fuller V. P. 

Lyman F. Barry, formerly cir- 
‘culation promotion manager for 
_McGraw-Hill Publishing Co., has 
been appointed a v.p. of J. Jay 
| Fuller & Staff, Buffalo agency. 
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Sometimes advertisers request an advertising 
campaign that will ‘‘knock the public’s hat off’’— 
something really different. 


To make a campaign “different” is no great accom- 
plishment. To make it “‘different,”’ and make it sell, is. 


YOUNG & RUBICAM, INC. 


ADVERTISING + New York Chicago Detroit San Francisco 
Hollywood Montreal Toronto Mexico City London 


Ss, Oe hace ase Sea. 
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Kaiser Promotes deGrassi 


_ |GE White Lamps 
Kaiser Aluminum & Chemical 
Sales Inc., Oakland, Cal., has pro-| to Get Big Push 


moted Alberto H. deGrassi to as- marketing areas. 


deGrassi, who joined the company division of General Electric Co. streamers and easel and counter yeCann-Erickson 


; é ; f Chicago, 
— SP Bo 2 yper endl Ragen will run another of its “blitz” pro- cards will be supplied dealers. The joined the agency. He will special- | 
grams. motions—this time for its White entire promotion is modeled after ize in radio and television co 


lamp—between March 2 and 22.'the Charlotte, N. C., White lamp and production. 
_The lamp has an inside coating test made in 1952. At that time, 
_which diffuses the light. 


ms ee concentrate on 
“thei biggest-buying prospects — 


MOTHERS 
PARENTS’ MAGAZINE. 


is an important phase.” 
Advertising will appear in maga- Barton, Durstine & Osborn and 


The campaign will be kicked off | 


on GE’s Thursday night segment 
of “Jane Froman—USA Canteen” Rogers & Smith Adds Two, 


tional Bank, Boston. 
CBS-TV, 7:45-8 p.m., EST, on APpoints Richard Slade 


gverantes beginning with Sept. ’53 


ne increase in bese rate! 


Look issue out today and a spread Rogers & Smith, Kansas City, to filiated with CBS. 


| 
has | 


Charlotte dealers tied in with GE Humphrey, Alley Gets Three 

The promotion is timed to take national advertising and produced| H. B. Humphrey, Alley & Rich- practice of public relations is suf- 
advantage of the spring cleaning sales for the lamp 20 times greater ards, Boston, has been appointed fering from overtones of froth and 
campaigns, “of which lighting up than in the rest of the U. S. (to direct advertising for Priscilla 


March 5. Other commercials are, C. J. Patterson Co., Kansas City, | First UHF for Connecticut 
scheduled for March 12 and 19. |%aker of Holsum bread, and Na-| The first u.h.f. television station 
tional Engineering & Mfg. Co.,| in Connecticut, WKNB-TV, Farm- 
: Kansas City, maker of Chill-Air ington, Channel 30, began commer- 2 
= A full-page ad appears in the fans and coolers, have named cial telecasting Feb. 13. It is af- He warned that unless public 


Advertising Age, March 2, 1953 


‘is scheduled for the March 9 Life. handle their advertising. The Pat-| s 

Radio spots will be heard daily terson account formerly was with | tinnelt a e S 

during the campaign in key GE Allen & Reynolds, Omaha. The Na- | 
tional account was with R. J. Potts- | 


sistant advertising manager. Mr.| CLEVELAND, Feb. 24—The lamp Display materials, window Calkins & 7 aks toe Gan 


Public Relations 


» as Fraudulent’ 


| 


| PHILADELPHIA, Feb. 24—The 


fraud, Caskie Stinnett, assistant di- 


The Cleveland offices of Batten, Smaer conmal "Manin Pav og z rector of public relations for Cur- 


: . . meg: , Corp., Norwood, Mass., manufac- tis Publishing Co., says. 
hose trade paper is zines and on radio and television. Foster & Davies handle the account. aaear of precision instruments and, Mr. Stinnett told the Philadel- 
: ‘other specialized electro-mechani- phia Public Relations Assn. last 
cal devices, and the Merchants Na- week: “Public relations has unac- 


countably been lifted up into the 
stratosphere, it has developed an 
absurd language all of its own, 
_and it is being treated as a science 
| which it isn’t.” 


relations people change their prac- 


t* 


PwNerve te Aa 
v 


this summer 
the Colorado Market 
offers you... 


a "Bonus" of 
3,100,000 consumers 


Here’s a unique market enriched by the summertime 
influx of 3,100,000 extra consumers and pregnant 
with the prosperity of $233,000,000 extra sales. 

This summer, more people than live in Detroit, 
or Philadelphia, or even Los Angeles, will come to 
Colorado. And while these 3,100,000 vacationists are 
enjoying the nation’s roof garden, they’ll spend 
$233,000,000 for goods and service . . . that’s $233,- 
000,000 over and above the regular market. 

You can reach this enriched market, with its 
bonus population and sales, at no increase in rates. 
And you can sell effectively in this market with the 
economy of single medium coverage. The Denver 
Post’s Empire Magazine offers you 89% coverage of 
Metropolitan Denver, 65% coverage of the entire 
State of Colorado. 

In terms of market, of coverage, of cost, doesn’t 
it make good sales sense to increase your summer 
schedule in The Denver Post? 


_ 
« 
~_ 


THE DENVER POST 
A. aaP a 


| Fike Vnice of the Rocky Mountain Empire — 


ae | Empire Magazine and Comics 380,106 eh PALMER HOYT, EDITOR AND PUBLISHER 
js A. B. C. Publisher's Statement 
September 30, 1952 


Represented Nationally by Moloney, Regan & Schmitt, Inc. 


‘tices the entire profession is going 
to collapse. Many high-salaried, 
high-powered public relaticns ex- 
ecutives are referring to their 
work in “increasingly vague and 
fussy”’ terms, he added. 

s “I suspect the reason for it is 
because they are unsure of what 
|they are doing and aren’t really 
certain they are doing anything,” 
jhe explained. 

| “The amount of shallow pretense 
| involved in public relations today 
‘is incredible,’ he warned. “Some 
public relations executives are se- 
_riously undertaking to get bar ex- 
aminations established, so that 
people can’t practice public re- 
lations unless they pass state bar 
examinations.” 

Not all of this sham and pretense 
is found among the lower-echelon 
pr. men, he said. The higher up 
you go in organizational strata, the 
/more pronounced become the of- 
‘fenders and the more inaccessible 
/become the executives, Mr. Stin- 
| nett declared. 
| “Public relations can be a very 
, useful, meaningful occupation, but 
unless you public relations men be- 
gin stripping the fraud from it you 
_are going to be found out and sent 
'back to minding the parking lots 
you came from,” he added. 


“Poll Adopts Single Rate 


j 


Following the lead of other 
American Broadcasting Co. owned- 
_and-operated radio stations, KECA, 
Los Angeles, has adopted a single 
rate for both day and evening time, 
‘effective March 1. The new rate 
‘ecard will establish the Class A 
|rate for the hours from 7:00 a.m. 
to 10:30 p.m., eliminating the 
/nighttime differential in time costs. 
|The card calls for a base rate of 
'$270 per hour. 


Kruskopt Forms New Agency 

Kruskopf Advertising, an adver- 
|tising production company, will 
|open March 1 in the Andrus Bldg., 
|Minneapolis, headed by Ray Krus- 
|kopf. He formerly was art director 
‘for Batten, Barton, Durstine & 
|Osborn in Minneapolis. The new 
| firm will specialize in layouts, car- 
‘toons, art direction and production 
and TV ideas. 


Pauker Switches Agencies 

| Pauker Boyswear Corp., New 
| York, manufacturer of boys’ 
knitted wear, has appointed Daniel 
|& Charles Inc., New York, to di- 
|rect its advertising and public re- 
| lations. National advertising, busi- 
ness papers, point of sale and di- 
/réct mail are planned for the latter 
part of the year. Harold Miller Co. 
previously was the agency. 


WSOK, Nashville, to Go FM 

WSOK, Nashville, has been 
granted permission by the Federal 
Communications Commission to 
build an FM station operating with 
_a power of 3.6 kilowatts. WSOK 
programs for the Negro market in 
the Nashville area. 


Marks & Neese Joins AAAN 

Marks & Neese, Jackson, Miss., 
agency, has been elected to mem- 
bership in the Affiliated Advertis- 
ing Agencies Network. 


| 
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Curbstone Leaders of Finance 


From the days when finance was often a curbstone operation it has 
always been a close partner to commerce and industry. Each has pros- 
pered and grown in direct relation to the other. Financial services, 
however, like every commodity, must be sold. And many leading 
financial institutions sell their services through Business Week. 


REASON: Business Week is read by a highly concentrated audience 
of Management Men. These are executives responsible for develop- 
ing sound fiscal policies for their firms —the men who initiate and 
approve major corporate decisions. 


RESULT: Business Week last year, as in the past 10 years, carried 
more financial advertising directed to business and industry than any 
other general-business or news magazine. Advertisers reach the pros- 
pects they want with a minimum of waste circulation. It’s an accepted 
fact — 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT MEN 


BUSINESS WEEK 


330 WEST 42ND STREET, NEW YORK 36, N.Y. 


wi ~ 


Founding of N. Y. Stock Exchange, 1792—Courtesy Museum City of N. Y. 


Financial Advertisers Reach Their 
Important Markets Through Business Week 


Aluminum, Ltd. (Annual Report) 

American-Marietta Co. 
(Dividend Notice) 

American Surety Cc. of New York 
(Dividend Notice) 

Atlas Corp. (Dividend Notice) 

Bank of America National Trust 
& Savings Ass‘n 

Bank of Montreal 

Bank of Nova Scotia 

Bankers Trust Co. 

Blair, Rollins & Co., Inc. 

Chase National Bank 
of New York City 

Chrysler Corp. (Dividend Notice) 

City Bank Farmers Trust Co. 

Commercial Credit Co. 

Credit Union National Ass‘n 

Dillon, Read & Co., Inc. 

First Boston Corp. 

Glore, Forgan & Co. 

Goldman, Sachs & Co. 

Goodbody & Co. 

W.T. Grimm & Co. 

Guaranty Trust Co. of New York 

Halsey, Stuart & Co., Inc. 

Harriman Ripley & Co., inc. 

Kidder, Peabody & Co. 


Kearney & Trecker Corp. 
(Dividend Notice) 
Lehman Brothers 
Lion Oil Co. (Financial Statement) 
Loew's, Inc. (Dividend Notice) 
Marine Midland Corp. 
Mercantile National Bank 
Merrill Lynch, Pierce, 
Fenner & Beane 
Morgan Stanley & Co. 
National City Bank of New York 
Safeway Stores, Inc. 
(Dividend Notice) 
Salomon Brothers & Hutzler 
Schering Corp. (Dividend Notice) 
Sinclair Oil Corp. 
(Financial Statement) 
Smith, Barney & Co. 
Standard Oil Co. of New Jersey 
(Financial Statement) 
Standard Railway Equipment 
Manufacturing Co. 
(Dividend Notice) 
Stone & Webster, Inc. 
Traveletter Corp. 
U. S. Savings & Loan League 
Vance, Sanders & Co. 
White, Weld Co. 


Source: Publishers Information Bureau Analysia 


A McGRAW-HILL PUBLICATION 
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| Follow the Oil Trail in Canada | 


Out of the oil-rich prairies, into the heavily 
populated refining and distributing centres of 


LONDON and Southwestern Ontario 


Follow & trail and pre-test your products in Canada’s most responsive 
Test Market. 


A single newspaper area— 


The London Free Press 


Westein Cutaric’s Poremest Meuspuper 


84,200 Daily * 


*Publishers Statement March 3lst, 1952 AA-6 


Advertising Age, March 2, 1953 


Carson and Armour Tie In with Ad Idea 


Dreamed Up by Small 


Cuicaco, Feb. 24—Corn, peas, 
crackers and Paris-inspired coat 
dresses might seem an odd combi- 
nation, but they’ve been boosting 
| sales for a local food chain and 
| Carson Pirie Scott & Co. 
| The department store ana Sure 
| Save Food Marts have been fea- 
turing the items in a unique ad 
campaign in the north neighbor- 
hood section of the Chicago Trib- 
une. 

Four b&w pages have appeared 
so far and Sure Save’s advertising 

manager, Bill Allen, who is hand- 
ling the drive, says sales are run- 
jning 15% above a 57% increase 
'scored last year. Carson, he says, 
terms the results very good. 


i 


s Shown in the ads are sophisti- 
cated Carson models either wear- 
ing creations or pointing to mer- 


1, chandise like chenille bed spreads. 


| Also shown is the usual long list of 


Write C. G. Fenn, Adv. Mgr. 'grocery items found in a typical 


food store ad. 


*Consumer Income Supplement, 
1953 Standard Rate 
& Data Service 


With its over 550,000 population, and tremendous 
average income per household, metropolitan Indian- 
apolis is America’s richest, BIG Market. That’s why 
Indianapolis is: 

@ (ne of America’s leading test markets 


@ Ranks second in amount of national advertising 


dollars spent per family 
@ Ranks 4th in Drug Sales... Sth in Retail Sales 
per Family... 8th in Automotive Sales . . 


the 25 metropolitan areas of 500,000 to 1,000,000. 


. among 


THE INDIANAPOLIS STAR 


YOUR FIRST TEAM FOR SALES IN 


INDIANA 


THE INDIANAPOLIS NEWS / ey / 


Indiana’s two largest dailies, The Indianapolis Star 
and The Indianapolis News, not only give you satura- 
tion coverage of this No. 1 Market, but an effective 
bonus coverage of the 44 surrounding counties. 


Write today for full market information. 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


Chicago Food Chain 


The ads point out that it is pos- 
sible to buy at Carson’s with money 
saved on Sure Save’s food prices. 
After the chenille ad appeared, 
says Mr. Allen, Carson received 175 
phone calls and almost sold out the 
spreads. 

Now even larger plans are afoot. 
Carson’s and Sure Save are adding 
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ee 
a third partner, Armour & Co., and 
will sponsor a_ series of four 
spreads in the Tribune, starting 
March 19. The left-hand pages will 
feature a Carson model wearing a 
dress, which, the ads will stress, 
washes better with Chiffon soap 
flakes, an Armour product. 

The right-hand pages will spot- 
light the fact that Chiffon flakes 
are available at Sure Save stores. 
Armour also is providing Carson 
with 600 boxes of Chiffon and a 
box will be given away with each 
dress purchased. 


@ The three-way tie-in seems to 
have really caught hold, tor Mr. 
Allen reports that both R. H. 
Macy Co. and Gimbel Bros., New 
York, are interested in the idea. 
It originated with Mr. Allen, 
who says Sure Save had been fea- 
turing dresses in its ads for some 
time, plugging the fact it is possible 
to buy such merchandise with 
money saved at Sure Save. It sud- 
denly occurred to him, he says, that 
there was no reason why the dress- 
es of some _ department _ store 
couldn’t be used. After canvassing 
State St., he sold the idea to Car- 
son. Both pay the same line rate. 
Sure Save currently operates 
four stores on Chicago’s north side 
and last year did approximately 
$5,000,000 worth of business. 


Guide to Financial PR Out 


The first ‘National Directory of 
Financial Public Relations Coun- 
sel,” listing the names of 100 
counselors of 84 companies, is now 
being distributed by Financial 
World (Guenther Publishing Corp., 
86 Trinity Place, New York) as 
part of its recent study of share- 
holder relations policies of 1,000 
industrial companies. The direc- 
|tory reveals there are 61 financial 
public relations firms in New York, 
four in California, eight in Illinois, 
one in Michigan, four in Ohio and 
five in Pennsylvania. 


‘Milton Carlson Bows on Coast 


Milton Carlson Co., a new agen- 
cy, has opened offices at 3450 Wil- 
| shire Blvd., Los Angeles. Mr. Carl- 
/son recently left as v.p. and radio 
director of Western Advertising, 
Los Angeles, after sale of owner- 
ship in Western and its affiliate, 
Keeler & Carlson. Ruth Johnson, 
formerly time buyer for Western, 
will be time buyer and execu ive 
assistant to Mr. Carlson. 


McMillan & Marsden Bows 


McMillan & Marsden, a new 
agency, has opened offices at 45 
Newbury St., Boston. The prin- 
cipals—Robert L. McMillan, presi- 
dent, and Donald A. Marsden, v.p. 
—formerly were associated with 
Donald W. Gardner Advertising, 
Boston. 


Adve 


nox >> 


os 0 rr | om) 


— 


Thr A wee 


obs ee ey eee, Ja a ee ot alae a ge SSR Shay. eigen? ORR ae ak ed aaa pen CRs aa =e eee aries” 
a ' | : | =a . — PRT * aE AME (EIS : . ’ , . 
ee 
ee = 
; || 
| | ee Co 
ee Sy Fre 
| Joi 
Sa 
grou 
zen 
of t 
pack 
appc 
to | 
es ; publ 
; Sare Sare’s : & | an 
' prices vii ; ' state 
a Mac} qua) 
| ideimebuito 9: 
v4 T 
7 = a Li 4 er f 
Pa | m — ee 
* wisn eee of t 
rea ve ues & 
et et secr 
4 ' — 
ee a ae ® . Ba in; 
= re ais a : ~ 6 n Gro 
ie e - 4 CooL ee Fro 
nese es | Q Eee a eee } & § 
a aeEREAEI Det ES Sea ASRS RAS NTELOE  TIT aa e Te a e — = ~_y eee ed ee cha 
gr ita «225° aie 4 Oe 1 Ing! 
i : : é: -*s ee me ve ry 
a \o\ ! Son 
: | | wovs® = o 
? me % 
: <o ‘ Ge: 
\w i. 
aoe j ; C 
pvet Ill, 
; | mal 
ne i Z ' ga te 
ans | was 
rug 
i | per 
ee # Ne 
ae I 
: ots 9 i 7 ie 
re) 
bee e i the 
onal % 4 Thi 
4 ae e sh Cc 
ee : | tri 
Boss * 99 \) 
el of Qve wovs® ER wi 
carne? get epr ha 
ie 09 come aN \ in 
2 mo e \w GR 3 Mc 
4 RE 08 2 oe 
a \"\ nN AN Ge 
: is | 
vi € Al 
we / ch 
: / ne 
' mi 
ead rie } na 
, ee , ” 
pues ; 
igoee aay ' an 
Jc 
i ag 
SS of 
Ww! 
ce Jo 
ag ag 
ee P 
eee ] di 
ugh ice P 
a eC fc 
See 
: me . oi Ss 
ee fe 
i \. Ty, 7 
ee aS eg,” 
~~ D1, 
Sz _ —_ a — LY, POs 
Sa AN, <e Was ST1% 
0015 Nese, [gy 
2 ow ews LAS 
“es @s a be, T& 
Mans? Ting = Prin, ee 
Bee . Stare ?rs stem 
Pere “arg “Son, “tew Ss ‘ bead 
. - ' ae | 


Advertising Age, March 2, 1953 


Coast Strawberry | 
Freezers to Try | 
Joint Promotions 


San Francisco, Feb. 
group of California packers of fro- 
zen strawberries—producing 80% 
of the state’s frozen strawberry | 
pack—have banded together and 
appointed Alport & O’Rourke here | 
to handle their advertising and | 
publicity. 

The group is known as the Cali-| 
fornia Strawberry Council. The | 
State’s producers account for one- | 
quarter of the country’s output in| 
frozen strawberry packs. 

The group hopes to meet “the 
ever-increasing competition of oth- | 
er food marketing co-ops and the. 
desire to cultivate new and larger 
markets” for California’s output. 
of the product. 

Malcolm B. Douglas is executive 
secretary. Members are Driscoll 
Strawberry Associates, San Mar- 
tin; Central California Berry 
Growers Assn., San Jose; Lodi. 
Frosted Foods, Lodi; C. N. Bolfing | 
& Son, Gilroy; Strawberry Ex- 
change Cooperative, Fresno; John | 
Inglis Frozen Foods Co., Modesto; | 
A. L. Ruso Inc.; Frank S. Oliver & | 
Son; N. G. Papac & Son, and Cal- 
ifornia Berry Freezers Inc., all of. 
Watsonville. | 
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General Box Appoints Lloyd 


General Box Co., Des Plaines, 
Ill., has appointed O. D. Lloyd sales 
manager of its Louisville corru-| 
gated division. Mr. Lloyd formerly 
was manager of the cleated cor- 
rugated department of Cornell Pa- 
perboard Products Co., Milwaukee. 


New Lever Dept. to Basford 


Lever Bros. Co., New York, has 
appointed G. M. Basford Co., New 
York, to handle advertising for 
the new industrial sales division. 
The division handles sales of bulk 
shortening, hotel soaps and indus-— 
trial soaps and detergents. 


McKenzie Joins Chirurg Co. 


J. Norman McKenzie, formerly 
with John C. Dowd Inc., Boston, | 
has joined James Thomas Chirurg 
Co., New York and Boston, as v.p. | 
in charge of merchandising. Mr. 
McKenzie will headquarter at the 
agency’s Boston office. | 

| 
| 
| 


Gardner Appoints C. J. Allen 


Gardner Advertising Co., St.) 
Louis, has appointed Charles J. | 
Allen v.p. in charge of the mer- 
chandising department. Mr. Gard- 
ner formerly was sales service 
manager for Kroger Co., Cincin- | 
nati. 


Promotes Reginald A. Brewer 


Reginald A. Brewer, a partner 
and a senior v.p. with MacManus, | 
John & Adams, Bloomfield, Mich., 
agency, has been placed in charge 
of branch operations. Mr. Brewer 
will headquarter in New York. 


Joins Kosta-Bakewell-Fox 


Kosta-Bakewell-Fox, Denver 
agency, has appointed Jchn D. 
Puter assistant to Jack Hull, ra- 
dio and television director. Mr. 
Puter formerly was an announcer 
for KOA, Denver. 


Sherwood Joins Kling Studios 


Edwin J. Sherwood, formerly 
television promotion manager for 
Admiral Corp., Chicago, has joined 
Kling Studios, Chicago, as coor- 
—* of TV _ production and 
sales. 


Levine to Garrison-Ellis 


Garrison-Ellis Ine., Miami 
Beach agency, has named Edward 
Levine, formerly with Joseph Ja- 
cobs Inc., New York, to head its 
new marketing, merchandising 
and survey department. 


Dennis Gets New Post 


Frank Dennis, previously with 
Ruthrauff & Ryan, has been named 
v.p. and director of radio-TV com- 
mercials for Doherty, Clifford, 
Steers & Shenfield, New York. j 


ously Goff art director, 
formed a new agency, Potter-Re- | 
‘lor, New York, formerly had the 


‘associate editor of Vogue, 


Potter, Repak Form Agency 


Ralph C. Potter, formerly v.p. of 
R. W. Goff Inc., Providence agen- 
cy, and William F. Repak, = 

ave 


‘pak. The agency is located at 1 
Washington Ave., Providence. 


Hatt Appoints Wexton Co. 


Haft & Sons, Brooklyn manu- 


facturer of lighting and motion 
|units for point of sale displays, 
has appointed Wexton Co., New 
| York, to handle its advertising. 


Hamilton Leaves Clinton 


Charles W. Hamilton has re- 
Ayer & Son for the past 242 years, 


signed his position as sales mana- 


‘ger of Clinton Machine Co., Ma-_ 
_quoketa, Ia., after three years. He ‘ : 
‘automotive and airline accounts, 


‘Harry M. Frost Gets Motel 


has made no future plans as yet. 


Joins Doyle Dane Bernbach 


Francesca Kilpatrick, a | 
as 

joined Doyle Dane Bernbach Inc., 

New York, as fashion director. 


Appoints Smith, Hugel 


Lewis & Conger, New York, | 
housewares and gift wares retail-| 


‘er, has appointed Smith, Hagel & 
Snyder, New York, to handle ad- 


vertising. Lewin, Williams & Say- 


account. 


Rivchun Appointed A. E. 


Armand E. Rivchun, specialist | 
in retail jewelry merchandising, 
has joined the account executive 


group of Sullivan, Stauffer, Col- 
well & Bayles, New York. 


‘Roscoe Rejoins lowd 


Gerald D. Roscoe, with N. W. 
has rejoined Johr C. Dowd Inc., 
Boston, to work on utility, banking, 


Framingham Motor Inn, Fram- 
ingham, Mass., has appointed Har- 
ry M. Frost Co., Boston, to handle 
its advertising. 


Katz Appoints York 


Katz Agency, radio, TV and 
newspaper representative, has ap- 
pointed Brad York to the newspa- 
per sales staff of the New York of- 
fice. Mr. 


Texas Daily Press League. 


Book Club Names Rosee 


Irwin N. Rosee Co., New York, 
has been appointed to handle pub- 


York previously was. 
/space sales representative for the | 
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lic relations for the Chiidren’s 
Book & Record of the Month Club. 


Etc. you get..aN MORE 
WHEN WALK SETS YOUR AD 


| *=++s*'s AND HERE'S WHY: we give you 


the most out of the space you want to 
| SAY P. use—in pull, punch and appearance. 


WALK advertising typography 
11 E. HUBBARD ST., CHICAGO 11 © MO 4-6134 


cornahineniea eae 


Hundreds of Ad Agencies rely on Filmack 
for TV Spots by Mail. With our 35 Years 
Experience , Huge Facilities, and Expert 
Craftsmen, we can produce all types of 
stop-motion, full animation and TV slides! 
...Send in your Storyboards for quotes. 


MACK STUDIOS 1323 SOUTH WABASH AVE.. CHICAGO 


advertising dollars 


* 
produce 43. 


MORE 


Canton, Ohio 
REPOSITORY 


CANTON 
ANNUAL AVERAGE 
$3382 SALES PER 
FAMILY 
NATIONAL 
ANNUAL AVERAGE 
SALES PER 
FAMILY 


SALES 
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* SALES MANAGEMENT 1952 
SURVEY OF BUYING POWER 


Families in Canton, Ohio spend an additional 


$1457.00, or 43% more than the national average 


on all classes of merchandise. Consequently, 


the advertising dollar you invest in The Canton 
Repository reaches a market 43% richer than the 


average. On a cost-per-sale basis, then, every 
advertising dollar invested in The Canton 


Repository does 43% more work. By the same 


token, it costs 43% less to secure national 


average sales through Canton’s only daily news- 


paper—The Canton Repository. Get 43% 


more for your advertising dollars—be sure your 


schedule includes The Canton Repository: 


100% city zone coverage; 98.8% home delivered. 


A Brush-Moore newspaper represented nationally by Story, Brooks & Finley 
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THE AMERICAN MAGAZINE MOVES AHEAD 


—Fourth in a series of progress reports 
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The Croweil-Collier Publishing Company, 640 Fifth Avenue, New York 19, N.Y., Publishers of The American Magazine, Collier's and Woman's Home Companion. 
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Largest Readership Survey Ever Made 


Shows New Basic Facts 


Now, a new readership study, by far the largest and most 
thorough ever conducted, reveals important new data about 
magazine reading. New findings means new evaluations. 
Based on 33,452 detailed personal interviews using the 
most precise research techniques, W. R. Simmons and 


Associates have found these valuable facts: 


10,230,000 People Read Each Issue 
of The American Magazine 


The big national family magazines are read, not by the 
buyer alone, but by his family group. The American 
Magazine, because of its family interest, wins an average of 
4.24 readers for each individual copy. More readers means 
more buyers. The American Magazine delivers a total of 


10,230,000 actual readers per issue to its advertisers. 


People Spend 30,349,000 Hours 
Reading The American Magazine 


In addition, varying with the individual family magazine’s 
editorial content, the average reader spends an hour or 
more reading every issue. The American Magazine, by con- 
trast, receives an average reading of 2 hours and 58 minutes 
per reader. Thus 4.24 readers per copy give a total reading 
of 12 hours and 35 minutes—a total of 30,349,000 reading 
hours per issue. More reading time means more selling time. 
In this vital respect, no other family magazine delivers such 


readership as The American Magazine. 


People Read The American Magazine 
40,920,000 Times Per Issue 


Because of their interesting editorial content, most family 
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magazines are opened up and read at least twice per issue. 
But The American Magazine is opened up and read four 
times! More reading sessions means more selling opportuni- 
ties. The American Magazine provides a grand total of 
40,920,000 reading sessions per issue... 40,920,000 oppor- 


tunities for your advertising to be seen, read and acted upon. 


In Television Homes The American 
Magazine Proves Its Strength 


40% of The American Magazine readers live in homes 
having television sets. While those without television 
spend 3 reading hours per copy, those with television 
spend almost as much, actually 2 hours and 56 minutes 
per copy. That’s only 4 minutes or 2% less reading in 
television homes. Other magazines show from 10% to 
28% less reading time in TV homes. Steady reading 
means steady selling. The fact that television has had 
little or no effect on readership of The American Magazine 
is additional, convincing evidence of its editorial strength. 


The American Magazine Guarantees 


Advertising Rates for 1953 


Through sound, unforced circulation methods, the January 
1953 issue of The American Magazine hit above 2,700,000— 
250,000 more than the current rate base of 2,450,000. For 
the last year, advertisers have been getting a bonus of 
100,000 or more every issue. Bonus circulation means lower 
cost for advertisers. Yet The American Magazine guarantees 


advertisers current rate protection until January 1, 1954. 


xk 


No matter how you figure it—on ABC circulation or any 
other basis—The American Magazine delivers more value 
for every advertising dollar. 
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GET ALL THE FACTS— 


Ask your American Magazine Representative to ar- 
range a presentation of the new readership data. We 
have no “dog and pony” show, but we are prepared to 
present the facts about each of the five magazines 
studied. Breakdowns by sex, city-size, age-group, 
income-group; per reader, per copy, per issue; of 
readers, readings, and reading time; for each of the 
big five family magazines; show comparisons vital to 
all agencies and accounts. 
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Predicts ‘More Cheer’ Line 
Will Make Sales History 


To the Editor: The timing of the 
Berkshire Evening Eagle’s editorial 
in “What They’re Saying,” quoted 
in your Feb. 9 issue, couldn’t have 
been better. 

The Eagle scored beer advertis- 
ers for copy that promises this or 
that brew is “lighter, dryer, more 
flavorful, or more character.” The 
Eagle predicted that some beer ad- 
vertiser “some day” would discard 
this jumble of semantics and get 
to the heart of the matter (and to 
the beer consumer) with a mes- 
sage that promises what a guy 
wants to find in a good, cold clear 
brew—simply just pure enjoy- 
ment. 

The Eagle didn’t know it when 
the editorial was published, but 


PHOTO-REPORTS 
ON PRODUCT APPLICATIONS 
Nationwide organization of 500 capable 
Photo-Reporters provides effective way to 
obtain on-location photos, case histories, 

stories and releases. 
For more information write or phone 
SICKLES PHOTO-REPORTING SERVICE 
38 Park Place, Newark 2, N. J. 


The Voice of the Advertiser 


This department is a reader’s forum, Letters are welcome. 


that historic day is here. Krueger 
has just such a copy theme, as 
shown in the publicity you gave 
our campaign in the same issue. 
Two days after the Eagle’s edi- 


torial appeared in your column, 


Krueger broke its 1953 newspaper 
| campaign with the slogan “There’s 
'More Cheer in Krueger Beer.” 
| Dry? Yes. Light? Yes. Today, those 
|popular qualities are taken for 
granted in a quality brew. But in 
‘the final analysis, our focal point 
|is a real promise of what most con- 
/sumers want in Krueger—more en- 
joyment, more pleasure, more 


|cheer—whether in the tavern or) 


‘at home in front of his television 
|set or entertaining his friends. 

| The Eagle didn’t think the ad- 
| vertiser using this honest, straight- 
| forward approach would win any 
|advertising awards. I can’t agree 
‘wholly with this statement. 
“There’s More Cheer in Krueger 
Beer’ may very well become one 
of the best slogans in the brewing 
industry. But of more importance 
to us, it’s going to make sales his- 
tory for Krueger during 1953. 
When a consumer can satisfy the 
pleasure in store for him with a 
frosty glass of that wonderful 


“Our survey showed only 76 per cent of 
the owners and managers of supers, drug 
and variety stores in ABC Newark read 
the Newark News—so we got our Chicago 
office to do something about it.” 


NEWARK NEWS | 


Daily & Sunday 


Represented nationally by O'Mara & Ormsbee, Inc. 


Newark, New Jersey 


' the point of wordlessness. 


Krueger and get what he wants— 
just relaxation and enjoyment and 
more cheer, he’s got as fine a prod- | 
duct as any brewery in the country | 
can give him. 
It’s gratifying to know that pa- 
pers like the Eagle follow the same 
philosophy and reasoning for beer 
| advertising that led Krueger and 
its agency, Grey Advertising, to 
“More Cheer in Krueger Beer.” 
Daviw BLAND, 
Director of Advertising, G. 
Krueger Brewing Co., Newark, 
N. J. 
4 . « 


Berates Superlatives 
in Cadillac Copy 

To the Editor: If I were a 
dyspeptic and disgruntled trout 
and Mr. Helling were a fisher- 
man, he could, figuratively, have 
offered a no more provoking lure 
than his statement (AA, Feb. 16) 
that “Cadillac. ..affords very little 
opportunity for honest criticism,” 
and, “I believe that superlatives 
are required to describe what Cad- 
illac has to offer this year.” 

First, may I say to him, as I did 
to the Cadillac agency, that I have 
no criticism of Cadillac’s regular 
advertising; nor of the product, 
naturally. It’s fine. It’s wonderful. 
It’s about the best there is. But the 
announcement ad was so out of 
tune with the agency’s previous 
symphonic performances that I am 
astounded it ever attained instru- 
mentalization. It may interest Mr. 
Helling to know that the agency 
president tacitly agreed with me. 

Insofar as superlatives being re- 
quired to describe what Cadillac 
(or any other superior product) 
has to offer, I must take the pre- 
cisely opposite view. Because the 
motor car itself is superlative, good 
taste demands that restraint be 
used in describing it. It’s only the 
mediocre that requires superlative 
and hyperbolic description to gain 
attention, and even then, ultimate- 
ly, it’s always recognized for what 
it actually is. 

WELLES IRWIN PRIceE, 
Genoa, II. 


e o 2 

Spots Hallmark in Use 

To the Editor: Speaking of hall- 
| marks, one Chicago agency appar- 
ently approves the practice. At- 
tached are tear sheets from the 
January 1953 issue of Jobbers 
News. I have no comments to make, 


W.. was the last time 


you were knocked 


on your 


| HALLMARK—The arrow added to this piece 
of copy points to the signature used by 
Burton Browne Advertising, Chicago. 


probably because the Merit Trans- 
former ad leaves me stunned to 


| R. L. CONHAIM, 

| Supervisor of Literature, Frig- 
idaire Division of General 
Motors Corp., Dayton. 
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"Tee got my eye on the man 
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LOOK ALIKES—The Jayson shirt ad, which appeared in several national magazines 
in November and December, was followed by the ad for S. Klein in New York 
newspapers in January. 


and Life, and the Nov. 22, 1952, 
issue of The Saturday Evening 
Post, has caused an unusual 
amount of comment both in the 
advertising as well as in the shirt 
industry, and—what is most im- 
portant—has resulted in the larg- 
est increase of sales through any 
ad we have done for our client. 
The all-too-similar ad of S. 
Klein, which ran on Jan. 21, 1953, 
in the New York Daily News, 
Post and World Telegram & Sun, 
is therefore doubly deplorable. 
They used the same idea, and one 
gets the feeling they actually re- 


produced the art right out of the 
Jayson ad with a slight shift of 
the eyeball. What can be done to 
protect the artist without copy- 
righting the contents of every sin- 
gle ad? 
At HERMAN, 

Art Director, Alfred J. Silber- 

stein, Bert Goldsmith Inc., 

New York. 
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I. J]. Fox a Steady on WHK 
To the Editor: It so happens that 
I am one of your newer subscribers 
and I wish to tell you that I think 
you have one of the finest gen- 


ee 
i 


. 
One for the Record 
To the Editor: The enclosed 
proofs speak for themselves. 
| Gur Jayson ad, which ran in the 
| December, 1952, issues of Esquire | 


nrier-Zonrnal 


Owners and operators of Radio Station WHAS and Television Station WHAS-TV 
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eral advertising publications in 
America today. 

_ ADVERTISING AGE has been util- 
ized as a very helpful tool by me, 
and makes it possible for me to 
know what is going on in the ad- 
vertising world at an expenditure 
of a minimum amount of time. 

I do have one suggestion to 
make. I realize it would be almost 
impossible for you to catch an er- 
ror of this nature but in your cur- 
rent issue, Feb. 2, under the cap- 
tion on Page 1—“Cleveland WNBK 
Sells Time on New Basis to I. J. 
Fox,” the next to the last para- 
graph points out that I. J. Fox has 
not used radio for the last two 
years. Apparently Charles Hutaff, 
director of advertising and promo- 
tion for WNBK, is trying just a 
bit too hard because it happens 
that for approximately the last 
three years I. J. Fox has enjoyed, 
and is enjoying, success with the 
WHK Bill Gordon show, from 
7:30-8 a.m. each morning, Mon- 
day through Saturday! 

I might add that this program is 
continuing. I would appreciate it 
very much if you would inform 
your readers of this error. 

WILLIAM K. BrusMAN, 

Sales Manager, Station WHK, 

Cleveland. 


Submits Something New 


To the Editor: Regarding the 
front page story in your Jan. 26 is- 
sue, in which you refer to the re- 
cent Aero Willys ad and, in your. 
writeup next to this ad, have noted 
“Nothing’s Ever Really New.” 

I have gotten hundreds of letters | 
from all over the country because 
of the enclosed ad which we re-| 
cently ran about our agency on the 


Larry Gumbinner said: 


“Youre Crazy!" 


Then we val the Lawrence ( Gumbraner Advertmng 
Agrors thar we wemerd to take « full-page od to thamh 
them publicly for thew work @ our behalf. Larry 
Gombenner card “You're consy' Speed your money 
ebvernmng Lamam Unp~ 
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by the Lewresee C Combinaer Advertising 
Agrecy, lac. of New York 
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back page of the New York Times. 
I wonder whether AA’s research | 
department can dig up anything 
which might be compared with this | 
full page ad. 

Harry N. WESSEL JR., 
President, Lewal Industries 
Inc., New York. 


Postal Publication Reprints 
Direct Mail Article 


To the Editor: I would like to 
reproduce the short article, “Help 


Calls ‘AmahI' Production 
an Objective for Future TV 

To the Editor: I have read— 
several times—under 
and Ear Department” a review of 
“Amahl and the Night Visitors” 
under the head of “Christmas 
Fare.” Like your reviewer, I had 
not seen this program previously 
and also wondered “what all the 
wild acclaim was about.” Actual- 
ly, 1 have seen very little that 
might be considered “wild ac- 
claim.” I have, however, seen 
some rather serious, studied re- 
views of this presentation and of 
the TV program on which it ap- 
peared, nearly all of which were 
extremely favorable. 

I was much amused at your re- 
viewer’s comment that “there are 
no arias or melodies that remain 
pleasantly in the mind.” This is 
quite true. I did not personally 
detect a single overtone of “Jam- 
balaya,” “I Went to Your Wed- 
ding,” or “I Saw Mommy Kissing 
Santa Claus” anywhere in the en- 
tire score. Neither does it seem a 


particularly valid criticism to me 
that, as your rev'c ver states, “one 
of the drawback: ©f the operatic 


“The Eye form is that the necessity to fill 


the lungs with a and then expel | 
it in song gets in the way ef dra-| 
matic action.” am sure that | 
Messrs. Verdi, Pi ccini, Bizet, et al. 
would have bee: extremely ap-| 
preciative of such profound advice. 
It would have saved them so. 
many long, hard years of labor. 
Most of all, however, it seems to. 
me that a pvuilication whose | 
avowed purpose should be to lead. 
the profession it represents to bet- 
ter things, is not fulfilling its true) 
mission in life with the statement | 


which better than 90% of today's 
sponsors might well strive for in 
the future—with encouragement. 
It takes very little imagination to 


conceive of “Amahl and the Night. 


Visitors” being a vital and mean- 
ingful thing to us long after the 
demise of the current rash of ill- 
considered Christmas fare. 

A. W. COwLEs, 


Advertising Manager, The 
Carborundum Co., Niagara 
Falls, N. Y. 
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Brand Loyalty Summary 


to Serve Further Purpose 
To the Editor: We read with in- 


terest Dr. George H. Brown’s arti- 
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tion?” in your issue of Jan. 26 and 
‘believe this might prove of interest 
to the readers of our official pub- 
lication, The Trade-Mark Reporter. 

This is to inquire if we might 
have permission to reprint this in 
la forthcoming issue. If this per- 
‘mission is granted, we would ap- 
-preciate knowing if you wish any 
special credit line. 

Dorotny Fey, 

Executive Secretary, The 

United States Trade Mark 

Assn., New York. 

The credit line should read: Re- 
printed by permission from the 
| Jan. 26, 1953, issue of ADVERTISING 
Ace. Copyright 1953 by Advertis- 


that “‘Amahl and the Night Visi- | cle “Brand Loyalty—Fact or Fic-| ing Publications Inc. 


tors’ is a cut above the average TV 
fare—which might be enough to 
justify all that has been said about 
it. Together with ‘I Saw Mommy 
Kissing Santa Claus,’ it will un- 
doubtedly be back with us next 
year.” 

To me, this program was a thing 
apart from television, as most of, 
us presently know it, an objective | 


| 


Corporations, 


THE OFFICIAL DIRECTORS REGISTER 
of PITTSBURGH and TRI-STATE AREA 
— Lists more than 16,000 Directors, Officers, Trust 

Executives or Partners, and gives affiliations; Over 32 

Firms and Business Institutions; 
500 Banks and Trust Companies; Covers Western Penna., 
Eastern Ohio and West Virginia. Folder sent on request. 


Price $25. (Postage paid if remittance accompanies order.) 
Official Directors Register, Union Trust Bldy., Pittsburgh 19, Pa. 


New Edition Out 
® ORDER NOW ® 


Nearly 


It Pays to do business with Lake Shore 


responsible for such Lake Shore achievements . . . 


Why? Well, this pressman is one good reason. 
He’s shown testing electrotype thickness on a plate 
gauge. He has years of pressroom experience in 


printing and electrotyping .. . 


is a seasoned spe- 


cialist in checking electrotypes for maximum print- 


ing quality.’ 


Every member of his department is a highly 
trained proofer who pulls true quality impressions 
of every electrotype with the very latest precision 
proofing equipment. His eagle eye can detect micro- 
scopic defects, and his OK'd proof certifies our prod- 


as the elimination of hard and curled edges, as well 
as more exact duplication of fine rule and delicate 


vignette reproduction. They form 


the backbone of 


Lake Shore’s electrotype company—a company 


with the technique, personnel 


and progressive 


thinking to guarantee you the finest electrotype re- 


production possible, 


r 


A COMPLETE SERVICE FOR: 


THE ONLY CHICAGO PLANT OFFERING 


~ 


the Post Office Help You,” that uct as precision perfect on release to publication. 


appeared in ADVERTISING AGE of 
Feb. 2. I think it would help the 
postmasters know that there is 
sympathetic understanding by the 
large mailers of the problems in- 
volved and that well prepared mail | 
is well handled. There alsc is a 
cost factor involved, too. 

Our magazine goes to 33,500 
postmasters and to all Department 
officials and members of Congress. 
It is read by the employes of most 
of the smaller offices whose post- 
master receives it, being probably 
the only postal publication, except | 
official, that goes to those cffices. | 

ARTHUR V. SMiTH, 

Editor, Postmasters Gazette, 

Pascagoula, Miss. | 


Vinylite Electrotypes @ Bishop-Stansell 
Pre-made-Ready Electrotypes @ Centrifugally 
Cast Electrotypes @ Reillytypes @ Reilly 
Plastictypes @ Direct Pressure Mats and 
Stereotypes (Day and Night) Reprint 
Service @ Complete Filing and 


5 Shipping Facilities 


This man is just one of many specialists located in 
Lake Shore’s plant—ready to give you swift, expert 
service, wherever you are... whatever your problem, 


These technicians have contributed much to Lake 
Shore’s high-quality reputation—have been largely 


HORE ELECTROTYPE Co. im 


HIGAM ELECTROTYPE * REILLY PLASTICTYPE * AMERICAN ELECTROTYPE * ADVANCE INDEPENDENT 
DIVISION = CIVISION = ELECTROTYPE DIVISION 
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Adam Hats Expands, | Faulkner Forms Rep Firm 
i E. A. Faulkner, formerly v.p. 
Offers Franchises and midwestern manager of Small, 
‘Brewer & Kent, newspaper rep- 
‘resentative, has formed his own 
to Its Old Emp loy es ‘newspaper representative office 
New York, Feb. 24—Adam Hats i in rig a Faeroe 
Inc. plans to open 24 additional The company w xnown as 
outlets this year, bringing the to- |) ~ Faulkner * ee 
tal number of Adam hat agency-| aan —— ay. aay 
stores to 192. e. g0. 
This is to be part of a broad | ». 
general expansion of the com- “208 Forms Own Company 
pany’s store operations, according| Brandt Enos has resigned as 
to Lawrence R. Kessel, chairman business manager of Transfilm 
of the executive committee. Inc., New York film producer, to 
At the same time, Mr. Kesse] 5¢t up his own management con- 


announced that Adam is offering | 
some of its smaller company- 
owned units to employes with the 
highest seniority ratings and the 
best records. Franchises will be 
granted to these men although the 
stores will continue to operate un- 
der the Adam hat name. 

These stores will receive hats 
on a consignment basis and dis- 
play and merchandising aids will 
be furnished without charge. In 
certain cases, company loans will 
be granted to assist employes in 


| sultant company for the motion 


picture and TV film industries. 

The new company will be called 

Brandt Enos Associates and will 

sh offices at 134 E. 57th St., New 
ork. 


James to Louisville Railroad 


J. L. James has been named 
manager of Louisville & Nash- 
ville Railroad Co.’s advertising 


and publicity department. Mr. | 


James formerly was president of 


Sunkist Ties In 
With Industry-wide 


Promotion in March 


Los ANGELEs, Feb. 25—Sunkist 
Growers Inc. will tie its March 
advertising and promotion to “Cit- 
rus Sunshine Roundup,” the Na- 


_mittee’s March 5-14 industry-wide 
| promotion. 

Navel orange ads will run in The 
American Weekly, Parade and a 


dian newspapers and trade pub- 
lications. Fresh lemons will be ad- 
| vertised in Better Living, Every- 
| woman’s and Family Circle. 

| Lemons as laxative will be fea- 


tured in Canadian publications, 
including Le Bulletin des Agricul- 
teurs, Family Herald and Weekly 
Star, La Patrie and Star Weekly. 


(a Car cards will highlight lemon 
_in water for general health in 99 


the American Railway Magazine | Markets, and fresh lemon juice ads 


Editors’ Assn. 


will run in Jessie’s Notebook 


tional Citrus Merchandising Com-_| 


large number of U. S. and Cana-| 


.throughout the month. 


Television spots will advertise 


frozen orange juice in Los Angeles, 
and in Fort Wayne, where a test is 
being conducted. Ad mats and 
‘point of sale material will supple- 
ment the advertising. z 

is Foote, Cone & Belding, Los An- 
| Beles, is the Sunkist agency. 


'CBS-TV Promotes Klayer 


| George Klayer has been pro- 
moted from: an account executive 
| to western sales manager of the 
|CBS Television network. His head- 
quarters will be in Chicago. He 
replaces George J. Arkedis, who 
has been named sales manager for 
WBBM-TV, CBS’ new owned-and- 
operated Chicago station. 


Lovick Adds Three Accounts 


James Lovick & Co., Toronto, 
has been named to handle adver- 
tising by International Waxes Ltd., 
Agincourt, Ont., petroleum wax 
refiner, Sepco of Canada, Toronto, 
producer of electric storage water 
|heaters, and VW Canada Ltd.. 
gga of the Volkswagen automo- 

ile. 
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| Montreal Admen to Meet 


The Advertising Sales & Execu- 
‘tives Club of Montreal will hold 
its annual half-day conference on 
March 18. Theme will be “More 
| Effective Advertising at No Extra 
' Cost.” R. W. Sutherland, Canadian 
| Business, Board of Trade Bldg., 
Montreal, should be contacted for 
details. 


| Finley to ‘Boston Post’ 


Mark Finley, formerly promo- 
tion and merchandising director 
of the Mutual-Don Lee Network, 
Hollywood, has joined the Boston 
Post as promotion and public re- 
lations manager. 


Arendt to Allen & Reynolds 


Allen & Reynolds, Omaha agen- 
cy, has appointed William F. 
Arendt director of its publicity de- 
partment, a new post. Mr. Arendt 
formerly was business reporter 
for the Omaha World-Herald. 


Savage Litho Boosts Crangle 

Savage Litho Co., Buffalo, has 
promoted Edward C. Crangle from 
/a salesman to v.p. and sales man- 
| ager. 


taking over. 

Explaining the move, Mr. Kessel 
said it is “fitting that those em- 
ployes who have served Adam hats 
so faithfully throughout the years 
should be given the first oppor- 
tunity to be in business for them- 
selves with whatever help the 
company could give them.” 


‘American Family’ Boosts 3, 
Adds 3 Ad Representatives 


American Family has promoted 
Robert Bender, eastern advertising 
manager, to sales manager, with 
headquarters in New York, and 
Stanley J. Seston, ad representa- 
tive, to western sales manager, 
with headquarters in Chicago. 
Charles W. Anderson, circulation 
sales representative in Chicago, 
will add the duties of advertising 
sales representative. 

Additions to the staff as adver- 
tising sales representatives are 
Martin F. Clarke, in New York, 
formerly with Lifetime Living; Eu- 
gene T. Reedy, in Chicago, previ- 
ously in the merchandising depart- 
ment of Visking Corp., and George 
E. Anderson, in Chicago, formerly 
with Leo Burnett Co. 


ABC Elects Mitchell 


John Mitchell has been elected a 
v.p. of the American Broadcasting 
Co., and has assumed supervision 
of WBKB, Channel 7, ABC’s 
owned-and-operated television sta- 
tion in Chicago under terms of the 
ABC-United Paramount Theaters 
Inc. merger (AA, Feb. 16). He was 
formerly general manager of Bala- 
ban & Katz Corp.’s WBKB, Chan- 
nel 4, in Chicago. John H. Norton 
Jr., v.p. of ABC’s central division, 
continues to supervise WENR, the 
ABC radio outlet in Chicago, as 
well as ABC radio and television 
network activities in that area. 


Form Miami PR Office 

Mrs. Margaret Thale, public re- 
lations director for Delta Air 
Lines, Miami, and Tom Jefferson, 
local publicist, have joined to open 
a p.r. office in the Chamber of 
Commerce Bldg., Miami. 


MARKET 
"| COVERED ONLY BY 
LANDO SENTINEI-STAR 


MORNING EVENING S 


WHAT SPENDERS! 


These 3%-million families 
with BUY on their minds 
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Beeson-Reichert Boosts 3 

In a three-way staff change at 
Beeson-Reichert Inc., Toledo agen- 
cy, William T. Rietzke, who joined 
the firm a year ago, has been) 
named v.p. and chairman of the 
plans board. Harold F. Tenney, a) 
v.p., will become secretary, suc-| 
ceeding H. R. Sturgeon, who has) 
resigned. Arnold Wager, office 
manager at present, will also be-| 
come treasurer. 


Huli Gets Ad Guild Award 

Warren Hull, master of ceremo-. 
nies of the CBS-TV show “Strike It 
Rich” (Colgate), has been named 
winner of the Philadelphia Guild 
of Advertising Men’s 1952 Merit 
Award. The award banquet will be | 
held at the Poor Richard Club on 
Friday, March 13. 


} 


Appoint James J]. McMahon 
Food Merchandising Service Inc. 
and the Premium Club of America 
Inc., both of Chicago, have ap- 
pointed James J. McMahon man- 
ager. Mr. McMahon formerly was 


with Young & Rubicam and Foote,, KTTV Appoints Brown A. E. 
Stanley D. Brown has 


Cone & Belding as merchandising | 


OSCAR PLANS—Conferences like this one are hatching plans for TV and radio cov- 
erage of Hollywood’s Academy Award presentations for the first time, March 19. 
Left to right are Robert Hussey, Young & Rubicam; Robert L. Welch, producer for 
National Broadcasting Co.; Charles Brackett, president, Academy of Motion Picture 
Arts & Sciences, and John K. West, v.p. in charge of NBC’s western division. NBC 
will pay the academy $100,000 for exclusive rights to the broadcast, and RCA Vic- 


+ A 
9g as 


P 


‘dustrial, financial and general ac- 


been counts. He formerly was with Rap- 


and account executive for national named an account executive for id Blue Print Co. and prior to that 


food accounts. 


| KTTV, Los Angeles, to handle in- 


‘operated his own agency. 


Advertisers Back Week-Long Drive for Blood 


New York, Feb. 24—TV ad- 
vertisers, ad agencies, networks 
and stations are teaming up for a 
concentrated promotion to con- 
vince television audiences that 
“giving blood is the easiest thing 
in the world to do.” 

The week-long campaign, be- 
ginning Feb. 22, is being featured 
on a variety of programs, includ- 
ing “Philco Television Playhouse” 
(Philco Corp.); “On the Line with 
Considine’ (Mutual of Omaha); 
“Danger” (Block Drug Co.) ; “Kraft 
Television Theater” (Kraft Foods 
Co.); “Search for Tomorrow” 
(Procter & Gamble Co.); “My 
Friend Irma” and “Camel News 
Caravan” (R. J. Reynolds Tobacco 
Co.); “Perry Como Show” (Lig- 
gett & Myers Tobacco Co.); “Cap- 
tain Video” (General Foods Corp.) ; 
“Your Hit Parade” (American 
Tobacco Co.), and “Your Show of 
Shows” (several sponsors). 

Special campaign material on 
the blood program has been issued 
by the Advertising Council to 


NLY two other man-woman magazines top 

Better Homes & Gardens’ 3*4-million circu- 
lation. But for prospects who are eager to buy 
you can be sure that BH&G tops them all. 


For everything in BH&G is devoted to what only 
the BUY-minded love: news, notes, information 
and practical suggestions on how to live fuller 
lives—and where to buy what it takes to do so. 


Thus, BH&G’s multimillions include only your 
best possible prospects—selected families with a 
receptive regard for BH&G’s buying advice. 

When BH&G carries your wares into 3°4-million 
homes like these, you re set to snare a full share of 
buyers—not merely attract a big share of readers. 


BH«G BUYoL0GICAL BRIEFS 


@ In 1952—Another new high for BH&G in newsstand sales. 


© More dollars of advertising. more lines of advertising and 


more pages of advertising were placed in BH&G in 1952 
than in any other major monthly magazine. 


© BH&G has exploded the myth that selected circulation must 


be small. BH&G now offers advertisers more than 3°4- 
million families—screened to be top prospects for almost 


anything on the market, 


MEREDITH PUBLISHING COMPANY, 


Des Moines, lowa 


more than 100 network programs 
and to all TV stations. 

Cunningham & Walsh is the 
volunteer agency. 


Ad Council Offers 
Materials to Help 
in Red Cross Drive 


New York, Feb. 24—A booklet 
which suggests methods of getting 
local advertising sponsorship for 
the 1953 Red Cross fund campaign 
for $93,000,000 which starts March 
1, has been distribut by the 
Advertising Council ocal Red 
Cross chapters. 

In addition, the council is offer- 
ing newspapers for the first time 
a two-color full-page advertise- 
ment. 

Another ad, marking another 
“first” for the council, makes its 
appeal through a poem. 

The booklet also offers free mats 
of b&w ads in various sizes, and 
describes promotional and adver- 
tising materials available for ra- 
dio, television and outdoor spon- 
sorship. Also, the council is dis- 
tributing to all TV stations a sep- 
arate ad kit. 

N. W. Ayer & Son is the volun- 
teer agency. 


Two Name Frank E. Duggan 


Frank E. Duggan Advertising, 
Chicago, has been appointed to di- 
rect the advertising for Kleerex 
Inc., St. Paul manufacturer of a 
liquid for skin blemishes. The 
agency also has been named to 
handle advertising for Van Patten 
Pharmaceutical Co., Chicago dis- 
tributor of Allamin tablets for in- 
digestion and Eazamine tablets for 
head colds. 


Westinghouse Boosts Shawber 


The appliance division of West- 
inghouse Electric Co., Mansfield, 
O., has promoted Lloyd L. Shaw- 
ber to operations manager. Mr. 
Shawber, who has been an ad- 
ministrative assistant, will have 
charge of correlating forecast data 
of sales and inventories plus ad- 
vertising, promotion and develop- 
ment expense in the division’s 
forecast and planning operations. 


Knighton Joins Criterion 


Bert M. Knighton, formerly as- 
sistant to the president of Pepsi- 
Cola Co., has been appointed an 
account executive at Criterion Ad- 
vertising, New York. 


The Fabulous Southwest 
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The Biggest 30c Buy 
In The Nation™ 


Blanketing 24 Counties 
of West Texas 
and Southern New Mexico 


‘Y> BILLION DOLLAR 


RETAIL SALES 


Covered Exclusively by 


Che Z1 Pase Cimes 


An Independent Newspaper 
Merning end Sundey 


Paso Herald -Post 


A Scripps-Howard Newspaper 
Evening 
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1 SATURDAY EVENING POST 1 BUSINESS WEEK 1 BUSINESS WEEK 23 
2 LIFE 2 SATURDAY EVENING POST 2 SATURDAY alata POST Bs 
3 BUSINESS WEEK 3 LIFE 3 NEW YORKE ia 
4 NEW YORKER 4 TIME 4 LIFE Fe 
. 5 TIME 5 NEW YORKER 5 TIME sf 
8 6 NEWSWEEK 6 NEWSWEEK 6 NEWSWEEK s 
an in 7 VOGUE 7 VOGUE . Bi 
s 8 GOOD HOUSEKEEPING 8 BETTER HOMES & 7 U.S. NEWS & WORLD REPORT % 
9 BETTER HOMES & | RES a 
. . GARDENS : 700 S >OOPTT . ’ bs 
advertisin 10 COLLIERS 10 COLLIER’S ota mae i 
11 POPULA ‘HANICS = 
g 12 LOOK U.S. NEWS & WORLD REPORT ara a 
13 POPULAR SCIENCE 11 FORTUNE a 
14 LADIES’ HOME JOURNAL 12 LOOK 12 COLLIER'S 8 
— 15 HOUSE BEAUTIFUL 13 POPULAR MECHANICS 13 GOOD HOUSEKEEPING We 
1G A ee TTA 14 FORTUNE 14 POPULAR SCIENCE “ 
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4 One, and only one, magazine in the news and management field gives you . . . 

lee More for your advertising dollar! 47% 
e. move readers per dotiar 


FIRST in advertising growth FIRST in subscriptions — 
—35.5% page gain, 1952 vs. 1951 ‘direct from the subscriber 


—dgrealer than any other news or management magazine 


FIRST in circulation gain FIRST CHOICE with its readers 


—59,335 gain in ABC average, 1st 6 mos. 1952 vs. 1951 90% of U.S. News & World Report subscribers do not 
—greater than any other news or management magazine subscribe lo Business Week 
75% of U.S. News & World Report subscribers do not 


86% of U.S. News & World Report subscribers do not 
FIRST in newsstand gain : 
subscribe to Time 


subscribe to Newsweek 
91% of U.S. News & World Report subscribers do not 
4,616 gain in ABC newsstand average,1st 6 mos.1952 vs.1951 91% of U.S. News & World Report subscribers do nol 
—ygrealer than any other news or management magazine subscribe to Fortune 


86.1% of subscriptions “‘By mail direct to publisher’’ 
~—greater than any other news or management magazine 


subscribe to Nation’s Business 
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“an exclamation meaning, once more! again!” 


Encore is the perfect title for a gay new addition to NBC’s famous roster of musical radio shows. 


It stars Robert Merrill, Metropolitan Opera, recording, concert and motion picture star; Marguerite Piazza, 


lovely star of opera, concert and television; Meredith Willson, songwriter, wit, author and conductor. 


The credits give you some idea of the balance of talents that makes ENCORE a fine musical show. 


It’s also a careful blend of serious and popular music with a lot of entertainment for everybody. 


Musical shows of Encore’s type have maintained their ratings more consistently than any others 


in evening radio. And ENCORE costs much less than its quality indicates. Presently heard on 
Monday night, ENCORE begins a new series on Friday, May 1, 9:30-10:00 p. m. EST. 


Now is the time to think about ENCORE seriously for your spring and summer season. 
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Advertising Age 


Film Proves a Morale Booster 
C. M. Likes Demonstration 
Bedell Looks at a National Ad 


What Are the Basic Laws?—Woolt 


- THE NATIONAL NEWSPAPER.OF MARKETING 


The Eye and Ear Department... 


Enchanting Music 


Like “This Is Charles Laughton,” the 
“Lilli Palmer Show,” spot-booked Sun- 
days from 2:45 to 3 p.m., has gotten a 
number of rave reviews. Still mindful 
of Faye Emerson, this reviewer—even 
in a professional capacity—has tended to 
avoid programs in which a feminine 
personality, and her tongue, are turned 
loose and allowed to run unrestricted. At 
long last, however, feeling he was prob- 
ably being unfair to Miss Palmer as well 
as womankind, he sat down determinedly 
to look at and listen to her show. 


® Unfortunately, the show he caught was 
one devoted to a review of the histrionic 
genius and tragic life of Eleanora Duse— 
including several minutes of soundless- 
ness while a clip from an old silent film 
that Duse had made was shown. En- 
thralled by Miss Palmer’s fresh and petite 
beauty and the enchanting music of her 
well modulated voice and intriguing ac- 
cent, this reviewer was willing to accept 
everything Miss Palmer said about Duse. 
When the film clip was shown, however, 
he not only objected to the absence of 
Miss Palmer from the viewing screen but 
had all he had ever heard and read about 
the great Eleanora was shattered into 
tiny bits. 

The famous actress appeared stationary 
most of the time and the two times she 
emoted, expressing great grief, did so 
by clasping the back of her neck with 
her hands, as if she had a slight head- 
ache. 

There may be an audience to which 
this type of thing appeals, but this re- 


LILLL PALMER—Extremely pretty—extremely 
charming. 


viewer suspects it is somewhat limited. 
Miss Palmer herself has a much more 
universal appeal—the appeal of an ex- 
tremely pretty, extremely charming wom- 
an. She is especially effective in her com- 
mercials for Conti Castile shampoo. These 
are unusually sophisticated and at the 
same time unusually convincing. You 
have the feeling that Miss Palmer not 
only knows exactly what she is talking 
about but that if just washing the hair 
with it does what it does for Miss Palm- 
er, you’ll drink the goldarn stuff. 

At the close of the program in question, 
Miss Palmer announced she would be 
back the following week to discuss Edwin 
Booth. If this reviewer tunes in, it will 
be to see Lilli Palmer, not to hear about 
Edwin Booth. 


Mail Order and Direct Mail Clinic. .. 


Question and Answer Session 


By Whitt Northmore Schultz 

As a guest speaker for the Advertising 
Federation of America, before member 
advertising clubs in various parts of the 
nation, I’m mightily impressed by the 
growing interest in mail order selling. 
Admen and women are seeing mail order 
and direct mail advertising in a new and 
favorable light, it appears. ° 

The members of these clubs are aware 
of the dynamically effective job direct 
mail, intelligently prepared, and skillfully 
aimed, is doing to build sales for their 
clients. 

Here are some typical questions, along 
with my answers, asked by AFA mem- 
bers: 

Q. “What are ten of the most over- 
worked words and phrases used in busi- 
ness correspondence today?” 

A. These, perhaps: beg, same, trust, 
state, kindly, please be assured, enclosed 
herewith, above mentioned, attached 
please find, at your earliest convenience. 

Avoid these word ghosts. 


Q. “How about ‘PI (per inquiry) radio’? 
Why isn’t it used more?” 

A. Most mail order firms don’t have a 
big enough markup on any of their mer- 
chandise to be able to afford the high per- 
centage—20 to 50% per order—demanded 
by radio stations interested in handling 
per inquiry deals. If more stations worked 
on a 10% commission per sale, there 
would be far more PI programs, I believe. 
Although a consistent rumor reveals there 
are over 400 stations interested in PI (and 
you can buy the list, the promoters say), 
I’ve yet to hear confirmation direct from 
any radio station. The impact of radio is 
terrific. With the anticipated, skyrocket- 
ing, parcel post rates directly ahead, radio 
station owners and mail order firms 
should work together. More now than 
ever before, local and nearby area sales 
must be built to meet sales-by-mail 
killing parcel post rates. Radio can help 
generate such sales. 

Q. “What states in America are due for 
the greatest growth in the years ahead?” 


lee 


A. Texas and California, I believe. Both 
are good mail order states. That is, they 
have large numbers of people who like to 
shop by mail. More space advertising, and 
more direct mail sent to these areas, will 
bring more sales, per dollar spent, than in 
other areas of the nation, I predict. 


# Q. “What’s the difference between 
‘need-conscious’ and ‘mail-order-con- 
cious’ mailing lists? Which pull better?” 

A. People on “need-conscious” lists buy 
only when there’s a definite and specific 
need. Like buyers of nylons during war- 
time. Or like buyers of night driving 
glasses who do a great deal of night driv- 
ing. Mail-order-conscious buyers, on the 
other hand, will usually take a chance on 
buying most anything by mail—provided 
it’s protected by a money-back guarantee. 
Therefore, to get best results, I strongly 
recommend lists of mail-order-conscious 
buyers—folks who’ve bought by mail sev- 
eral times, who welcome mail offers and 
respond favorably and consistently to 
them. 

Q. “Isn’t the high cost of advertising 
murdering most chances for testing and 
greatly hindering success for newcomers 
in the field?” 

A. Yes. Today’s high costs don’t allow 
for even one error and often one bad in- 
sertion wipes out profits from many other 
ads. Certain publications, in my opinion, 


G. D. Crain Jr. Says... 


will soon price themselves out of business, 
if the upward trend continues. I read in 
AA not long ago about an eastern mail or- 
der operator who demands and gets PI 
deals from the media he uses. Results 
count. If a book can’t produce sales by 
mail on tested items, using tested copy, no 
space charge should be made. And, if 
publications need mail order advertisers— 
and they most certainly do—then pub- 
lishers should be willing to let rated and 
established businesses buy space on a 
“satisfactory results guaranteed or your 
money back” basis. 

Too many books, once powerful mail 
pullers, have lost reader appeal. Some 
new media are pulling much better. Short 
deadline newspapers, for example. Per 
dollar spent, the Chicago Daily News’ mail 
order Trading Post section, the Des 
Moines Register and New York Times 
mail order pages, to name only three, are 
far superior, mail order return wise, than 
some of the best magazines in the shelter 
group, recent tests by colleagues in the 
mail order field prove. 

It’s time publishers re-examined their 
line rates—many are way out of line, 
tests show, for the sales jobs their books 
are doing. 

These are just a few of the many mai 
order questions being asked by advertis- 
ing men and women. More will follow in 
future columns. 


Racketeers Challenge Legitimate Business 


Readers of Apvertisinc Ace and the 
Chicago newspapers were recently 
shocked to learn that “the syndicate,” the 
term used to describe a group of racket- 
eers whose power and pelf were built 
up during the prohibition era, are again 
throwing their weight around in the met- 
ropolis of the West. 

The latest victim of their activity is 
Anheuser-Busch Inc., of St. Louis, whose 
Budweiser is one of the most famous and 
popular brands of bottled beer in the 
world. Another Anheuser-Busch brand, 
Michelob, is also the object of their at- 
tentions. 


s Pressure from representatives of “the 
syndicate” has resulted in 200 Chicago 
bars and package stores discontinuing the 
sales of these two popular brands. They 
were simply told not to handle them fur- 
ther, and because of general knowledge 
of the methods employed by muscle men 
on those who do not accede to their de- 
mands, the dealers and tavern owners 
cbeyed. Thus consumers who want the 
brands proscribed by the arbiters of trade 
in this field are unable to get them from 
their accustomed sources of suppiy. For- 
tunately, many have gone elsewhere, and 
have been able to obtain the beer of their 
choice from dealers who continue to sell 
Rudweiser and Michelob. 

The purpose behind this bold attack on 
the distribution of popular and well-ad- 
vertised brands has not been stated open- 
ly, but it is assumed in the trade that syn- 
dicate members would like to obtain a 
franchise for the distribution of Bud- 


weiser and Michelob in the Chicago area. 
If they demonstrate their control of a 
sufficient number of dealers, they as- 
sume that Anheuser-Busch, which op- 
erates its own distribution facilities in that 
territory, will be glad to capitulate and 
to set up a distributorship controlled by 
the mob. 


s August A. Busch Jr., president of the 
company, issued a statement to the press 
which is a ringing declaration of inde- 
pendence. It says in no uncertain terms 
that the company stands for legitimate 
business methods, and expects to be sup- 
ported both by the public and those re- 
sponsible for the maintenance of law and 
order. Incidentally, four different agen- 
cies, including federal, state and local 
authorities, are investigating the situa- 
tion. 

“During its 100 years of existence,” said 
Mr. Busch, “Anheuser-Busch has never 
compromised with illegal forces. We did 
not do so during the long years of pro- 
hibition, and we will not do so now or 
any time in the future. 

“Anheuser-Busch intends to continue 
doing business in Chicago and elsewhere, 
as it always has, with due regard for the 
taws, and with implicit faith that the 
American people will, as they always 
have, refuse to be intimidated, and [will] 
defend their rights as American citizens 
to conduct legitimate business.” 

Attention has been called more than 
cece in recent years to the fact that those 
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associated with bootlegging and other 
rackets in the prohibition era and since 
have bought into legitimate business on 
a large scale. To give them credit, many 
of these ex-bootleggers have tried to carry 
on their new businesses honestly and fair- 
ly, and have made good records. It is un- 
fortunate for them that some of those 
who realized the profits of racketeering 
in the prohibition era have reverted to 
type, and have employed force, threats 
and violence to accomplish their ends. 
As the Kefauver crime investigations 
showed only too clearly, the reputation 
and actions of this type of operator in the 
beer and liquor distribution business con- 
stitute the greatest public relations haz- 
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ard faced by these industries. 

Just as recent investigations of crime on 
on the waterfronts in New York and other 
coast cities have also demonstrated, some 
business men have been willing to “go 
along” and to pay tribute to racketeers in 
crder to stay in business without facing 
tae opposition and attacks of thugs and 
mobsters. This is understandable; but it is 
also easy to understand that only when 
business sticks to its guns, as the An- 
heuser-Busch management has done, will 
it retain the respect of the public and the 
right to claim protection from the criminal 
tninority which occasionally undertakes to 
say how free American enterprise shall 
be conducted. 


What Are the Basic Laws on This Question? 


By James D. Woolf 
Advertising Consultant 


Here is a problem for the class: 

When should an advertisement lead off, 
at the top or near the top of the space 
unit, with a dominant display of the prod- 
uct name or of the package itself? 

When, as against this 
procedure, should the 
name or the package 
be relegated to a less 
conspicuous place 
somewhere in the low- 
er half of the adver- 
tisement or at the very 
bottom of the adver- 
tisement? 

When should the 
name or package be 
left out of the display entirely? 

I find very little agreement among 
either admen or advertisers on this ques- 
tion. 


James D. Woolf 


Note the two advertisements, both of ~ 


which appeared in Good Housekeeping, 
reproduced herewith. The Swift page ran 
in full color, the Gerber’s ad in black 
only. In the Swift page the name “Swift's” 
is conspicuous in brilliant red ink, and the 
can, its label also bright red, is equally 
eye-catching. In the Gerber’s page, on the 
other hand, the can is not shown and 
“Gerber’s Baby Foods” appears quite 
modestly at the extreme bottom of the ad. 
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Which is the better procedure? Or are 
both equally effective? Or what? Would 
the Gerber’s ad do a better job if the can 
and the logotype hit the reader emphati- 
cally in the eye? Would the Swift ad be 
more interesting if the name and the 
package were played down? Would both 
ads get a wider reading if they displayed 
neither the cans nor the trade names? 

I have just finished an examination of 
a hundred or so ads in several current 


magazines. On the question before us I 
find no generally recognized principle of 
procedure. Consider, for example, the ad- 
vertising of the J. B. Williams Co. In The 
Saturday Evening Post I note a page ad- 
vertisement of Kreml hair tonic, a Wil- 
liams product, which displays neither the 
trade name nor the package any place in 
the advertisement. The ad is completely 
“blind.” As against this, in another Wil- 
liams page, in Life, I note a fairly large 
display of two packages (Williams Lather 
and Williams Brushless) in the lower 
right-hand corner of the space. In still 
another Williams ad, a half page in the 
Post, a nearly life-size reproduction of a 
bottle of Williams Aqua Velva dominates 
the top half of the space. 

In Life I find a page advertisement of 
Lee tires that displays the product name 
in an obscure inch-high logotype design 
in the bottom right-hand corner of the 
space. Reversing this procedure, a double- 
truck in the same issue of Life displays 
“Firestone Tires’ in huge letters, close to 
the top of the space, in a glaring foot-long 
logotype. A Chrysler color page displays 
the name of the car so diffidently that the 
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logo almost falls out of the lower right- 
hand corner of the space. But Packard 
shouts its name across the top of the ad- 
vertisement in a 15-inch spread of gigantic 


type. 


= The February Good Housekeeping 
reader must look sharp to realize that the 
product advertised on Page 5 is Woodbury 
cold cream. But he is confronted by no 
such mystery on Page 9. Smack-dab across 
the top of this page is a color picture of 
Prell, both tube and carton. “Prell” ap- 
pears conspicuously in the headline to 
make doubly sure the reader is not left 
in the dark. Good Housekeeping is loaded 
with these contrasting procedures. Ex- 
cluding all units of space smaller than a 
two-thirds page, there are 91 advertise- 
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Demonstration in Type 
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get the prospect behind the wheel. 


nation of 1953. 


with this year’s. 


you the feeling the car is, too. 
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Over the years, we’ve found the Buick advertising more to our liking than 
any other automobile advertising. For, more than any other automobile 
advertising, it’s come closest—at least as far we are concerned—to an actual 
demonstration. And, from what we hear, the surest way to sell a car is to 


Recently, in both newspapers and magazines, we’ve found ourselves hit 
right and left with automobile ads as slick in design as the new cars they 
were created to sell. Being interested in new cars, as most Americans are, 
we stopped and looked—and were just a little unimpressed. Then we came 
upon this Buick ad—with a couple of hundred words of copy in it—and found 
why we were unimpressed with the others. 

Speaking of the new ’53 models it says, “They’re all pretty much alike. A 
new face-lift job here ...a splash more of chromium there ... a few more 
horsepower under the hood . . . what else?” 

What else, indeed? “The best-looking, best-driving car of all for 1953,” 
Says one ad. “New grille ... new colors ... new performance ... new roomi- 
ness,” says another. “America’s most advanced new car,” says still another. 
These are all things we’ve heard before, in other years—except for the desig- 


But Buick tells us what happens when we drive the new 1953 models. It 
takes us for a demonstration—in type. Even lets us compare last year’s cars 


McCahill does this in Mechanix "Illustrated. But McCahill is a pro. Earl 
Wilson—who presumably did the Buick copy—is (as a driver, anyway) just 
an ordinary Joe like ourselves. Adds conviction. 

Like other Buick ads, this one doesn’t mind being long. In our opinion, 
no ad is too long that does a complete selling job. And that’s what we like 
about Buick advertising. Like the type, too. Looks rugged and sturdy. Gives 


{ 


ments in the February issue of this maga- 
zine (rough count). Here is what I find: 

Advertisements displaying conspicuous- 
ly logotypes or packages, or both, or in- 
cluding the name of the product in the 
headlines: 58. Advertisements displaying 
logotypes or packages inconspicuously, 
or not at all, and in no case including the 
name of the product in the headlines: 33. 

Type or character of product seemingly 
has nothing to do with this variance in 
procedure. For example, cosmetics, soaps, 
and related beauty preparations are not in 
accord on this question—some belong to 
one school, others to the opposite. The 
Pond’s cold cream in February McCall’s 
is completely “blind”; fhe reader must 
dig into the fine type to discover that the 
advertiser is Pond’s. 

As against this, the Tussy page in the 
February Good Housekeeping is openly 
and frankly a Tussy advertisement; the 
trade name appears both in the headline 
and in fairly large display type at the 
bottom of the ad. The Noxzema page, in 
the same issue, is almost “blind,” whereas 
the Lustre-Creme ad not only includes its 
trade name in the headline but displays a 
picture of the jar. There seems to be no 
standard procedure, as far as I can see, 


in any category of merchandise. 

Do the examples cited here represent 
two schools of thought, two sharply dif- 
fering philosophies? I am not at all cer- 
tain. I am not sure that we in advertising 
have even one fixed doctrine on this ques- 
tion. Among the outstandingly successful 
agencies there appears to be no settled 
rules of action, no set of basic laws, no 
fundamental guiding truths. It has been 
my observation that the really able ad- 
man tackles each problem with an open 
mind, and which of the two procedures he 
adopts depends, after thoughtful consid- 
eration, on objectives and probable means 
of attaining them. He approaches the 
problem with no preconceived convic- 
tions and no emotional dogma for or 
against. 

Not all admen, unfortunately, are so 
open-minded. These fellows belong to the 
“Smack-’em-in-the-eye-with-the-brand 
name” school. Never in their lives have 
they built an ad that didn’t include the 
brand name in the headline and a smash- 
ing picture of the package. If this doctrine 
of theirs is right on all occasions, as they 
avow, then countless millions of dollars 
are being wasted by advertisers whose 

procedure is just the reverse. 
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It’s TIME FOR A CHANGE to 
ARGOSY, the SHINING LIGHT 
among all men’s magazines. 
RIP-ROARING with loads of 
ACTION, ACTION, ACTION, 
this dynamic magazine is a 
TRIPLE THREAT advertising me- 
dium with the MAGIC TOUCH to 
be a MONEY MAKER for you. 
It’s right DOWN YOUR ALLEY! 


205 E. 42nd Street, New York 17,N.Y. 
333 N. Michigan Ave., Chicago 1, Ill. 
816 West 5th St., Los Angeles 13, Calif. 
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Employe Communications... 


Filmstrip Builds Will to Do Job Well 


By Robert Newcomb and Marg Sammons 

Fifty thousand passengers ride on Pull- 
mans every night. It is the assignment of 
10,000 car service employes to please this 
mobile public. The general sentiment 
among travelers is that the conductors, 
porters and others of this service league 
turn in a pretty fine performance, night 
in and night out. 

“Service Is Your Business” is the title 
of an intriguing filmstrip recently pro- 
duced by the Pullman Co. just to make 
sure the performance stays good. It is a 
backstage story of what conductors and 
porters can and should do to keep the 
service in high gear. Basically its interest 
is for these groups, but any member of 
the traveling public would enjoy seeing 
it. Its interest for this department, dedi- 
cated as it is to employe communication, 
lies in the way it was handled. Here, 
toiled down, are a few of the facts any- 
one in communications work should relish 
reading: 


s The filmstrip, which takes 21 minutes 
of a two-hour conference, has been shown 
in comfortably-sized groups to 99% of 
Pullman employes, on a voluntary basis, 
on their own time. That covers close to 
10,000 employes, in 576 conferences all 
over the country. 

Showings were scheduled to accom- 
modate the employe groups, which meant 
that somebody in the company composed 
the world’s most amazing timetable. The 
film was not described as a “training 
picture,” and it isn’t. In the words of J. P. 
Kenney, manager of the company’s car 
service employes, it was designed to 
“build the will to do the job, to create 
the desire and the enthusiasm on the part 
of our people to perform their work 
properly.” 


The conferences were discussion meet- . 


ings, where conductors and porters were 
invited to air their views. Out of this 
healthy setting, somewhere between 700 
and 800 suggestions resulted; they are 
still being weighed in the light of what 


Tips for the Production Man... 


MORALE BOOSTER—This is a scene from Pull- 
man Co.'s filmstrip, “Service Is Your Busi- 
ness,” already viewed on a voluntary 
basis by 99% of Pullman’s conductors and 
porters. 


they can contribute to improved service, 
and many of them are said to be excel- 
lent ideas. 


® The conferences, of which the film- 
strip was a part, were held over a period 
of roughly ten weeks, in the U. S. and 
Canada, and when you stop to consider 
the problems involved in staging the con- 
ferences, the job falls in the miracle clas- 
sification. But they’ve been doing it since 
1946, so the miracle comes easily. Ses- 
sions were held in hotels, clubs, railway 
stations—wherever the group could be 
accommodated most comfortably. Retired 
employes of the company were invited 
to attend (hundreds have done so), and 
the film has been shown already to 
about 50 outside railroad groups whose 
members have expressed an interest in 
seeing it. 

The boost to morale, Kenney declares, 
is remarkable. The film has brought a 
new dignity to company employes. It 
underscores, so people can see it, the 
importance of cooperation. It does these 
things remarkably well. 

The film may be borrowed, by writing 
A. E. Greco, The Pullman Co., Merchan- 
dise Mart, Chicago 54. And a nod to Dal- 
las Jones, who made the picture. 


Paper Spoilage Allowances 


By Kenneth B. Butler 

Buyers of printing who supply their 
own paper stock are frequently somewhat 
taken aback and confused by the print- 
er’s requirements of extra paper to take 
care of spoilage. The buyer understands 
that there has to be an allowance for 
spoilage, but he seldom understands ful- 
ly the reason for, or the extent of, extra 
paper required for processing. 

Each operation in pressroom and bind- 
ery requires allowance. Automatic feed- 
ing, which has helped to increase hourly 
productivity, is sometimes a cause of 


spoilage. Paper is needed during make- 
ready, for “try-sheets,” and during the 
course of a press run sheets are spoiled 
due to static, mechanical failures and 
stops, and sheets removed due to flaws 
in quality. Sheets run “while color is 
being brought up” aiso go into the spoil- 
age bin. 


@ When sheets are run work and turn, 
each sheet spoiled in presswork actually 
causes two copies to be lost. Mechanical 
failures may occur in feeding, in accu- 
rate pull of sheet to “guides,” during the 


PERCENTAGES FOR SPOILAGE ALLOWANCE 


First Each Work Work Work Work 
Time Add’l and and and and 
Quantity Through Time Turn Back Tumble Twist Bindery 
Ordered Press Through Form Form Form Form Operations 
1-250 10 5 13% 15 14 14% 5 
251-500 6 4 9 10 914 9% 4 
501-1,000 5 2% 61% 71% 7 1% 2% 
1,001-5,000 4% 2% 6% 7 6% 61% 2 
5,001-10,000 3% 2% 5% 6 5% 51% 2 
10,001-25,000 214 2% 4% 5 4% 4% 2 
Over 25,000 2 2 3% 4 31% 3% 2 


Add 1%% for each split color 


REFERENCE CHART—This table was published in Graphic Arts Monthly, a publi- 
cation serving the printing industry, showing spoilage allowances worked out on a 
percentage basis to cover normal working conditions. Each plant, of course, consults 
its own spoilage experiences on the various types of printing jobs it produces. 


actual printing impression, and in deliv- 
ery of sheet. Some sheets are lost 
due to offsetting of inks, despite non- 
offset spray and heat drying equipment. 

In the bindery there is spoilage dur- 
ing each operation—folding of sheets, in 
gathering and stitching, in trimming. 

The printing industry spends a great 
deal of money each year in studying 
spoilage and in setting up controls to re- 
duce the cost of spoilage. In addition to 
the cost of paper, spoilage costs the print- 
er money, too, for he cannot charge for 
the labor cost, machine operation, and ink 
consumed in sheets produced but non- 
deliverable. 

Printers have evolved average spoilage 
requirements, usually figured in percent- 
ages and based on press sheets. It is ob- 
vious that these percentages are greater 
for short runs than for long runs. The 
longer the run the easier it is to get the 


Advertising Age, March 2, 1953 


“bugs” out of his production. 

It must also be remembered that there 
are not always 500 sheets in a ream, de- 
spite common belief. A study made over 
a period of time in one plant showed 
that reams often were 10 to 30 sheets 
short of a 500 ream count. Paper is sold 
by the pound, and ream count based on 
a basis weight. Thus a ream delivered 
may weight 70 pounds, but due to minis- 
cule variation in weight, or in moisture 
content when weighed, may not contain a 
full count. 

Other factors which may increase ac- 
tual spoilage include split fountain color, 
“workups” when forms are run from 
type, warped plates, shallow-etched plates 
which have a tendency to fill in during 
press run, sheet slitting, etc. 

In offset printing, spoilage is often 
caused by difficulties encountered in 
water control. 


Looking at the Retail Ads 


By Clyde Bedell 

No wonder no cone signed this ad with 
a prominent signature. For it obviously 
is to unsell you on powerful, modern 
cars. Who wants to do that? Some enemy 
of the industry, no doubt. 

It reminds me of retail ads such as 
we fight against with every new crop 
of young copywriters. 

For instance—the emphasis on legs 
with ugly twisted-seam hose in a hosiery 
ad. With a sort of whisper somewhere 
at the end that “our hose don’t do this.” 

Or of the fat and bulging woman dom- 
inating an ad for foundation garments, 
and a furtive note at the end that this 
foundation garment cures such things. 

Or of the main illustration in a men’s 
suit ad, showing an ill-fitted, slept-in, 
baggy suit—the implication, if you work 
hard enough to get it, being that you 
won’t look like that in a Munchausen 
suit. 
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Walter Dill Scott in his early and 
notable writings on advertising made 
this weak use of the negative clear in 
discussing “the psychological principle 
of fusion.” In this “car salesman” ad, 
the reader sees the wild picture, drops 
down to see who signed the ad, and then 
probably escapes to read a forthright 
ad on car virtues. 


= Scott used a wonderful illustration 
from advertising of the Great Western 
Cereal Co. at the turn of the century. 
Cereal bugs were very common then. 
Even the best homes had them. The GW 
company came out with a cylindrical 
package which cereal bugs couldn’t 
penetrate. So they ran national ads of 
their package swarming all over with 
frustrated bugs. But how did the reader 
know the bugs were frustrated? Readers 
“fused” the picture with the signer of 
the ad, and wanted none of it. 


4 the Saleaman, “this engine bas horse 


ng 


en ee ee ee 


‘silly’ woma 


“_--“—~* werner er were 


« 


- 
“How about mere repairs?” asked the S. W. 
“My husbend wonders if this old-type engne can 
stand the strein of si) the extra horsepower? 
Wi @ build carbon and lose « lot af its power the first r 
’ 


_ 
ory] a SB. 
| ano — di wosesswcinit, 
.* 


deliver more power from every drap of gua, and do it on either 


~ 


ae” — ma) me ~ 
af ~ 
+ +. a 
“” mordio So <= 
. 


You get the most useful horsepower today ia the new Chrysler built 
cart. The new-type PirePower, Fire Dome and Red Ram engines 


“Madame,” ssid the Saleeman hastily, “! want requiar of premrum tusis! They're virtuallyfcerbon-tree. 

You te notice this lovely upholstery: .” <a And their mmpler, stronger new deagn enabies them / 
Sao how Chrysler Corporation sets the amw mode © t const with power the! strains old-type engines. For , 
ee ee A power the! dae more tor you ae the beaut! new wr 
De Sete, Chrwsier Dasiors cast at Chr veler *. _ Piymouth, Desige, De Soto and Chrysler today a? 
internetiomal Sase Chvveer Buding Lentagton Avense ec. -* 
and 42nd Stew Rdmsemn FREE “nied ne gee eee, 


CHRYSLER CORPORATION BUILDS THE CAR TO FIT YOUR LIFE —Piyment + Getne © Sater + Chrystey 


SS 


, ee ee ee ee ee eee eee eee eee eee ee ee Oe ee ee ee eee eee 


ea =e ~~ * 465 eed 


¢ he bs oo Sate en eae ag ee Peniteaticy) Nh otis MiNi Sire a Pal ee eiA Be kep aee rote aie, P89 te ee I I” | oi Sahel al ti a i teh Seed ne? SA SI et hee kt acme ee ite Fla Tae Rc 3.6 US Da ee AR CR A cea we 
MIN ORG pret d o OROOT e Cati 4.) a Ps Pi a tae Me VO ee een eg ee 9 re ar sees er Se $27 ee ae Sd. RIAD gs BS aa 0 1 ae ee pee es Ae Oe eg ete one aes ae es, Bae ae Nalgene! ace ROMA. fe 1 : Bee pelea ase on aS 1 A eae kA ae eee era? sik ee aie 
Re eee 2s 2 nce OY cee apy cca sa Sa Sas es % i Loe eee Re Ae he Ca as ean pe > pe reac 3 oa Macaig caer. tog | 3 any gle Maa ee Beak SBS Poe ee, STs =. crayon *aegaiae eg ere re | ics RAS Oe ene a Tae ws mt a Se Sg 1 Riel Se eb asta B'S tno es 
a ss Op a A Se a ane a foo RRR gaa gl a ea eee Hac A 2 a ca aR BR © ee ee Ra ea eg pee eh 2 REN oe naes Oe pe Sears gree 
er a = Ee EOE ee RE ce ee ee ON is a es ee? = aes a ae ee am 
as ote ae ioe rt , as en eo ee SC aek, on a is zs ets See ere ae dae as ‘ Sp oe fet ete an oy cm ; ee oe 
ae ; : : ; ? ee F ; Lge : ne ee SS ee a , 
ne a . <a a ee read : = 
ees ee a = 
—% r : . 
4 | 
4 
7 nn é ‘ 
} 
t 
i 
——_——- i: ga : 
w= ae i 
Oe . a ‘i s de £ 
7 ¢ eee | - . +: He, 
3 ? , s : 
| Ga =~ U8 : 
% 2 i. ce af 
; 4 i { ~ Fo J g es } 
Zz iz 42 2 % 
¢ _ cel i * 
j < 6 = 7 a 
ai iF . om bg a rs & 
j «, Ae a A 
ao 7% » a i, 
ie ee | | 
a . t, . a ‘Zi 
~<a , eon Y Se 
J ——A ae } 
i 4 ’ we) ses } 
‘ , as re ae ee. i 
| 3 ie ee ; : : a> i Pe) 
; me ee * ; ‘% yi 8 i Seat 
: eee ce . : i 
bs f Rae F ee: te on Ss ‘i 
ae ee a ’ ce vy 
<_ ) 
i ea 
ae ae 7 
AS i 
ems i 
Seed aes 4 
ce 2kee 
cf tte, eee 
eo" Ss ae 
a eS ' 
ee) 
2 
pie 2: 
7° pa 
~ OF 
Se 
ee: 
ee, 
Reo 
hee ia ead : i 
Ot epet 
OR ne ' 
Sisy iataty 
Dinas isa 
ASD hes i 
rs 
oa 
eae " 
We ee Oe, 
a d= 
vee ; 
ate Ee 
os aes 2 
ar a pee Ps ee 
pre: 
Pte: sa 
ee ens 
Panes 2 - 
a i l 
game 
. $ a 
os . ee o> 
i at wth OB 
RS ewe ‘ : f s } 
pes t LS ; ra Us . 
PUrns Ja Nf ae <4 
Rati ~ 4 ‘ eA be 
Re ce d .?) 2». . 
‘ \ = f) 
| ys > A EW _ 
ie , : f : : 
a ; c >? \ ’ } ohn) fF 
: 2 oy . ‘ * vi €. 7 & ’ a 
. ae \itviiee’ cy “ 
= ‘s = 
Pee... ~- <a ha 2 ‘ND ‘ . . 
a } f = 
(fr. S *. > 
a Ad (eA: ke 3 | 
= ; ¢ j F : i) | Zao 
— CHEE) UNE ate OSf =. 
ee x 4 tf 
: . ~ Z, “ 4, wi 
ce } - \ ,.* peut ; 
7 a i 4 &) ® ad ee | i = 
on f z & : / Wl Ags 
Sigtt - \ . e eee | 
Bin pies . j = "e . ¢ ss s ' 
ae a ee Waa teky a8 ' ig 
aoe Pdi aS 2 fis e a 
‘ < i 4 f Fe 
Sc ¥ tail f 5 - 
ae ei ¥ hf ae: 
ee ae: j : % 
dle ° . , f a8 
¥ ; «¥ 
ne si Bes - 
xe ay . } 
7 r ; ' 
0 + \ 
‘ 
. '’ ; 
4 ‘ 
~& 
i: 7 
| 
| 
ee | : 
“a ; ‘ 
Le fue keep trom knocking or are we above thaf . H 
; 
3 ee | 
nah eee ‘ . 4 ; : 
mi Ss ie as . % i sate i poe - Sepia ioe A aes ly Ty Lee Le . ; ie “Sat ot ae ae i : ce be . y vs fae SS ‘ a 3 i a} : Jae L af 3 . st te " : 3 si 4 ‘ * 


Advertising Age, March 2, 1953 


t eee 


2) . s | . Se A : ess 
a Earnings of Advertisers | ot hie we ee 
= dast 
' 7 we: . . 
r , Sales Earnings Share Earnings | od 
4 a Company 1952 1951 1952 1951 1952-1951 | feet YG Pin 
i Avco Mfg. Corp. ... $ 326,585,641 $ 286,598,113 $11,028,927 $10,089,214 § 1.20 $1.10, se al foc 
s | Argus Cameras Inc... 607,568 8,877,107 515,122 430.957 125 1.04 ted —— a 
d : | Beatrice Foods G.. «. 228 Gel 163  205,257,4 3,908,234 4,819,967 3.62 4.53 Sparks’ “ a... rm 
| endix Aviation : 
n Oe cidinnne ss 508,701,892 340,540,415 15,295,159 11,818,600 7.22 5.58 — , 
4 rem Shoe Co. .... 130,336,698 111,393,283 3,937,218 3,133,947 6.04 5.43 rs Near. Sivas On 
( Capitol Records .... 13,976,768 13,034,230 424,717 419, 82 74 sett soe i} tput 
ce f Carson Pirie Scott . Rot. Yue This ) 
j i Peres 71,576,504 72,114,827 1,134,820 _ 1,377,248 .75 4 “ween “arter. 
e Caterpillar Tractor .. 477,577,014 393,756,098 118,060 15,732,141 5.52 3.90 SiS gee . 
} Celotex Corp. ....... 52,032,189 59,241,635 1,612,043 3,497,371 1.49 3.57) > eS 
a Cherry-Burrell Corp. .. 31,645.332 34,602,640 633,185 1,216,622 .93 2.19 | Sa Se, See 
t City Stores Co. ...... 225,958,000 207,378,000 2,977,000 3,049,000 ——- ——. S ALES M A hi =. S53 
4 Club Aluminum } Sar, 
- i Products Co. ...... 7,731,149 8,532,994 226,819 378,109 70 8=1.17, = eee 
i | Columbia Broadcasting ! . 
r, RESP 120,747,983 86,793,044 3,807,171 3,532,666 1.63 1.81 s * 
n Daystrom Inc. ...... 38,592,157 42,397,508 770,854 2,436,331 1.23 3.90 7 
} Dodge Mfg. Corp. .... 15,224,95€ 14,951,956 705,577 754.129 428 4.61 ct 
1S Dominion Stores Ltd. . 99,781,680 74,184,854 1,723,098 1,803,476 1.43 1.36| 
4 Dow Chemical Co. .... 407,158,799 339.588,268 35, s18, 010 40,534,744 496 6.00) VE 
g Dr. Pepper Co. ...... 1,236,510 1,262,201 574,169 643,787 82 92 } 
Eagle-Picher Co. .... 81,893,067 82,086,318 4,035,643 3,703,807 4.08 3.74 fs Spe 
ne Emerson Radio & }* ; 
n Phonograph Corp. .. ST, 664,200 55,797,963 2,262,555 3,592,397 1.17 1.85) ; 
q Eversharp Inc. ...... 604,960 19,688,071 1.616.926 2,231,989 1.70 2.30. ; ~ 
n ; Marshall. Field & Co. .. 225, See. 780 225,589,239 5.616804 4.974966 256 2.23 
ying iger ; > 
? Uline fe. -5....... 4,532,742 3,578,863 656,771 1.024950 —— —— Mv ARKE t & ie 
| General Foods Corp. .. 632,500,000 589,200,000 20,400,000 26,400,000 2.40 2.30 f : 
nk A. C. Gilbert Co. .... 14,524,469 12,532,390 900,735 299,818 8.79 2.75 tne 
a Green Giant Co. ...... 44,730,059 38,967,292 1,734,928 1,996,585 3.02 4.35 
Gillette Co. ....... 120,484,625 102,722,807 14,712,766 15,738,656 3.33 3.58 
b. Hallicrafters Inc. .... 42,001,023 35,382,718 378,460 678,946 46 82 (i 
Hecht Co. pos 92,088,382 85,294,270 3,164,451 3,987,424 3.98 5.07 FOR Y OU | Peary 
,' nternationa =" 
Harvester Co. .... 1,204,000,849 1,277,319,514 55,656,188 63,001,033 3.76 4.36 i iteer as 
International Sst ss 
: pea al ae 217,041,923 225,070,342 8,286,892 8,837,336 2.44 2.61 SSS Se: 
; aterstate Los Se Se 
d Department Stores 64,853,133 65,508,303 2,293,985 1,993,138 4.20 6.45 a Lic Se: 
} Kelling Nut Co. .... 11,683,000 11,106,000 276,000 179,000 1.24 77 See SS 
le i — Clark > Sts 5 
aa aeerrreroy 153, 761,829 142,605,942 11,305,913 12.052,618 5.29 5.80 SS: 
n : s. S. vicresge Co. .... 326,418,056 310,977,586 14,148,466 14,924,429 2.56 2.70 > ae tee 
“ Kroger ia eres - 1,051,849,935 997,086,223 12,110,087 9.112940 3.30 2.48 . et 
4 . Krueger oe, 
i Brewing Co. ....... 11,988,446 11,127,100 120,340 *152,023 48 .60 j 
d, Liggett & Myers 
»S Tobacco Co. ...... 603,080,876 539,947,406 21,448,526 21,953,234 511 5.19 
: Y Oe SS 38,075,000 40,572,000 332,206 2,089,339 .06 Al 
n Lukens Steel Co. 69,616,358 80,546,418 2,316,791 3,549,567 7.29 11.16 
at Henry C. Lytton &Co.. 16,767,284 17,646,266 205,199 563,751 62 1.68 
ff Te. eae 19,093,161 21,541,875 1,398,190 2,263,534 194 3.14 
' Magnavox Co. ...... 36,837,503 44,177,645 1,343,760 2,233,237 1.80 3.01 
Masonite Corp. ...... 42,241,407 38,276,292 3,368,203 3,789,324 249 281 
Mickelberry’s Food 
n Products Co. ...... 20,351,421 21,514,211 425,338 394,329 1.50 1.39 
Philip Morris & Co. . 306,698,324 305,804,331 12,627,140 16,689,145 465 6.62 
n Muntz TV Inc. ...... 32,923,661 27,147,846 898,004 749,853 80 74 
National Department ees 
. A ee MUS BES Use Laas RIS wz 
n. iver _ arr. eee es . ° F ’ s ’ . ° 
Pabco Products Inc. .. 35,727,371 37,836,382 1,608,500 3,459,833 1.00 2.27 Cc 
W Parker Pen Co. .... 15,056,451 15,338,620 2,624,512 3,263,055 2.82 3.50 AR DEALERS ty” 
al Pettibone Mulliken Sith 
a RETR 33,509,3€7 21,889,389 1,208,000 1,297,000 10.69 11.51 th 
’t i Heed , Rn Co. 818,084,832 860.687,707 41,715,757 51,280,231 4.32 5.31 
} eliable Stores : 
of . Corp. wo aceeeeees 26,567,445 24,470,327 1,345,372 864,495 4.37 2.73 
= . J. Reynolds 
th Tobacco Co. ...... 881,424,299 814,216,968 31,949,392 32,117,301 2.90 2.92 
er W. o — 
ie org 4 24,122,774 21,907,875 1,782,877 1,905,248 2.20 2.35 
rs Universal Pictures Corp. 64,128,719 65,172,580 2,307,701 2,267,784 2.15 2.10 
f Wieboldt Stores .... 62,683,085 59,581,113 466,578 433,492 1.05 90 
Oo - Wilson & Co. ...... 826,387,695 823,556,802 3,692,795 4,746,228 1.28 1.79 
F. W. Woolworth Co. 712,655,143 684,180,297 31,533,307 431,255,894 3.25 3.22 
*Loss sale of the Wilmington brewery, $209,804; net loss $89,464 
tIncludes $3,034,504 refund on 1941-45 federal taxes and loss of $1, 192,435 on realty transactions. 
Gourielli Appoints Two Andersen Names Churchill 
George Sheplee, formerly with) Andersen’s Foods Inc., Santa 
Helena Rubenstein Inc., has been | Barbara, Cal., soup and dairy prod- 
appointed sales promotion director | ucts manufacturer, has appointed , MANUFACTURERS 
of Gourielli Inc., New York maker | Winston A. Churchill director of 
of perfumes and toiletries. Patrick | production and research. Mr. Chur- 
O’Higgins has been named public- | ‘chill formerly was production 
ity director and assistant to Hor- | manager for California Milk Prod- 
ace Titus, who was recently named | ucts Co., division of Avoset Co., h I 
Vp. | Gustine, Cal. The weekly newspaper of the two big markets in America's No. | industry 
—that's AUTOMOTIVE NEWS. It gets in, gets read, gets action from 
the 40,000 decision men of these markets. Is your product using this power- 
ful salesman during 1953? 


= Cfficient. Wa | / CAR DEALERS AUTOMOTIVE FACTORIES 


Ss x More car dealers read AUTOMOTIVE The sales, service, engineering, and 
KILLED AND NEWS than read any other publication manufacturing executives in the car, 


WELL INF . . . and car dealers are a more impor- ar" " ‘ p 
ORMED tant market than ever before.* They're ruck, parts, equipment, and accessory 


‘ PERSO °y buying and selling more parts and acces- plants head up a multi-billion dollar 
id eaten Sertecntion more wie of service market. AUTOMOTIVE NEWS is first 
work in greater volume, buying more in readership — and first in preference 
equipment and services. with the factory executive. 
| 
i, *From the president down *Our representatives have the market survey 
Bee through sales representatives, information that makes facts of these state- 
service men and shop key men, there ments. Ask them to show you the details. 


exists a keen understanding of 
engraving reproduction and methods 
plus the printing processes in 

which they will be used. 


‘53 ALMANAC ISSUE CLOSES MARCH 16 — DATED APRIL 27 
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600 W. Van Bur. : REPRESENTATIVES 

T ™ Street, Chicago 7 New York — Edward Kruspak, Advertising Manager, 51 E. 42nd St., Murray Hill 7-687! 
elephone STate 2-5367 


Chicago — J. Goldstein, Western Manager, 360 N. Michigan Ave., State 2-6273 
Los Angeles —R. H. Deibler, 2506 West Eighth Street, Dunkirk 3-0303 
Detroit — Dick Webber, 2666 Penobscot Bidg., Weedward 3-0495 
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To qualify for this opening in 
will be broader than this. You 


portance. You will be able to 
strengthen weak markets. You 


becoming the Media Director. 


200 E. Illinois St. 


Assistant Media Director 


will be familiar with all types of media—but your experience 


stand how research can be applied in estimating their im- ‘ 


representatives, You will work cooperatively and well with 
personnel in a Media Department, an Agency and in clients’ 
offices. You will have good business judgment. You will be 
between 35 and 45 years of age and have a potential for 


The agency seeking a man to fill this position is one of the 
fastest growing agencies in the country. All members of the 
organization have an opportunity to participate in liberal 
pension plan, profit sharing and to become shareholders. ‘ 
To save time please include full information about your 
experience and general background in your first letter. 


Box 422, ADVERTISING AGE 


| 
FOSOOOOOSOSSOSSOSSOSOSSSOSOOSSOSSOOOOSOHOOOOSOSHEHSOOOOHOOEOOOOSOEOOOOOEE 


a leading AAAA agency you 
will know markets and under- > 


adjust advertising pressure to 
will have the respect of media 


Chicago 11, Ill. 


Information for Advertisers 


No. 4587. Selling Groceries in Que-| printing. Artists and production 


bec Market. 


L’Epicier offers a new folder, 
“Are You Selling the $532,377,660 
Grocery Market in French Can- 
ada?” Making the point that Que- 
bec Province accounts for an esti- 
mated 27.8% of Canada’s grocery 
and country general store sales, the 
folder describes the market and 
gives a brief summary of the serv- 
ices offered by the publication in 
reaching French-speaking grocers. 


No. 4588. How to Cut Color Print- 
ing Costs. 


“How You Can Buy More Color 
for the Same Money” is a folder 
offered by the Dayton Rubber Co., 
showing how the Dayco color sep- 
arator permits printing in several 
colors in one press-run. This is 
recommended reading for all art 
and production departments. 


No. 4589. What Furnishings Cana- 
dian Women Will Buy. 
Canadian Home Journal is now 
offering the sixteenth in its con- 
tinuing brand studies—“A Survey 
of Desires and Preferences in 
Home Furnishings.” Subjects cov- 
ered are floor coverings, buying 
intentions regarding major furni- 
ture items, present ownership and 
buying intentions regarding tele- 
vision, plans for remodeling kit- 
chens or bathrooms, and inten- 
tion to purchase draperies, cur- 
tains, venetian blinds, pillows and 
mattresses. 


No. 4591. Modern Use of Woodcuts. 

Far from being a lost or out- 
moded art, wood engravings are 
serving many artistic as well as 


'men unfamiliar with the process 
are missing a bet—especially in il- 


lustrating machinery. 


No, 4592. Putting Sell into Corru- 


gated Packages. 
“Pack to Attract” is a new book 


offered by the Hinde & Dauche 


Paper Co. showing how corrugated 


packages can perform a promo- 
tional function as well as a prod- 


uct-protective function. Many pho- 
tographs of successful boxes serve 
as idea-stimulators, showing fam- 
ily group and family size pack- 
aging, how to increase the unit of 
sale, how to encourage “take with” 
sales, how to conserve selling and 
warehouse space, how to el'minate 
wrapping and repacking at the re- 
tail level, etc. 


No. 4593. Typing for Reproduction. 


Remington Rand Inc. offers a 
new folder, “Truly Distinctive 
Typing Starts Here,” describing 
the carbon ribbon mechanism in its 
“Electriconomy” typewriter for use 
in typing up copy to be reproduced 
by offset or letterpress. The ma- 
chine is also equipped with a fab- 
ric ribbon for conventional typing. 


No. 4595. Experts Study Outlook 
for Business and Industry. 


The demand has been so brisk 
that McGraw-Hill Publishing Co. 
has had to run into a second edition 
of “The Pulsebeat of Industry— 
1953.” Copies are now available. 
This is an annual digest report for 
top executives, in which McGraw- 
Hill editors draw upon their inti- 
mate knowledge of specific indus- 
tries to discuss current trends and 


specialized purposes for adver- 
tisers, as may be seen from the 
new 60-page portfolio offered by 
Sander Engraving Co., showing 
applications to all kinds of cata- 
log, magazine, and newspaper 


project the outlook for industrial 
'markets, products and services in 
'the fields which their particular 
| publications cover. There are 28 


|separate studies, covering indus- 
tries from aircraft to welding. 


Note: Inquiries for the items listed above will not be serviced beyond April 13. 


USE COUPON TO OBTAIN INFORMATION 


—please print or type) 


Readers Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following (insert number of each item wanted 


lines (maximum—two) 30 letters and 


column inch. Regular card discounts, 


HELP WANTED 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 


spaces per line; upper & lower case 40 


per line. Add two lines for box number. Deadline Wednesday noon 12 days 
preceding publication date. Display classified takes card rate of $12.75 per 


size and frequency, apply on display. 


_ Rat eS RRR Resear —saribone CoSRER We 7A ISEERESMRSRE AIO BE A OE SEN LTE TE 


| POSITIONS WANTED 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
PERSONNEL 
All types of positions for men and women. 
185 N. Wabash Fr 2.0115 Chicago 
ADV. AGENCY PRODUCTION 
“GIRL FRIDAY” 


cy needs woman (30-35) to follow thru on 
production detail. A career minded, re- 
sponsible woman with some agency ex- 
perience will find this a real opportunity. 
Write giving experience, age, education, 
salary requirements. Lamport, Fox, Prell 
oll aaa Inc., 825 JMS Bidg., South Bend, 
nd. 


ADVERTISING PRODUCTION $6500 
wk OL, eee $7500 
ARTIST-Layout and Retouching Exp. 
EDITORS-SALES PROMOTION-ADVTG. 
SHAY AGENCY 

30 W. Washington St. Chicago 2, Ill. 


EDITOR-PHOTOGRAPHER for leading 
merchandising business magazine stres- 
sing pictorial journalism. Some experience 
in retail merchandising, reporting, writ- 
ing and rewrite essential. Young man, 
under 30, who can spend up to 00 percent 
of his time on the road. Opportunity to 
grow, with experienced staff in rapidly 
moving field. Location Chicago. Give per- 
tinent experience, salary requirements. 
Box 5597, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


Mdsing. megr., appliances ............- $26,000 
Sales prom., advtg. appliances ...... $25,000 
TV Writer producer  .........ccccccscsseseeceee $15,000 


Always the finest in 
advtg., publg., and prom. 
MOLENE 


Bankers Building Chicago, Ill. 


ADVERTISING COPY WRITER by Chi- 
cago agency with varied list of automo- 
tive parts, electrical, industrial and farm 
equipment accounts. If your experience 
is along these lines, you are between 35 
and 50, are willing to prove yourself at 
$7,500 to start, with opportunity to later 
share in agency profits, write 

Box 5598, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ml. 


BARNARD 

A service for employers and applicants 
in the fields of advertising and publishing. 
Office and Professional. 

CEntral 6-3178 176 W. Adams Street 


POINT-OF-SALE 

To experienced sales agent calling on 
large firms we offer opportunity to earn 
good commissions on exclusive, custom- 
printed roll corrugated, sold nationally 
to advertisers on the alert for colorful, 
effective and most economical display 
material. Write Fuller Displays, Inc., 5-39 
48th Avenue, Long Island City 1, N. Y. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS-PLACEMENT 
209 S. State St. Ha 17-2063 Chicago 


YOUR CLASSIFIED 
ADVERTISEMENT WILL 
GET RESULTS HERE 


(5 ADVERTISING PERSONNEL 
VV, HOOVER 


Confidential service for 
employer and applicant 


DRAKE PERSONNEL 
7 W. Madison + Financial 6-2100 - Chicago 2, Ill. 


INVESTMENT AND SERVICES 
AVAILABLE TO ADVERTISING AGENCY 


Seasoned sales executive with extensive back- 
ground in advertising, marketing, and promo- 
tion would like association with advertising 
agency. Can write copy, formulate advertising 
and marketing programs, and handle accounts 
in competent fashion. Able to make suitable 
investment. Negotiations in strict confidence. 
Box 417, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Til. 


Production manager in South Bend agen- | 


“PUBLIC RELATIONS... 


is ‘not something written to 
be read, but something done 
and built into the fabric of 
social life.” 


x 2 2 ®R 
Lorenze Smythe Norton, 
PR Consultant 
Available 
Box 8041 Advertising Age, 
200 E. Lllinois St., Chicago 


_ ADVERTISING-PRODUCTION MGR. 
desires change. Over 4 yrs. experience on 
| semi-monthly publication heading dept. 12 
people. College graduate—age 28. Like 
| publishing but will consider other fields. 
| Seek position with real future. 
| Bex 5601, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


|INDUSTRIAL & CONSUMER CPYWRTR. 
|5 yrs. exp. College grad. Strong on radio, 
| TV, films. Young, draft exempt. 

Box 5602, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


MEXICO IS THE PLACE FOR ME 
Do you - or a favorite client of yours, or 
your best friend - need a man who lived 
advertising, worked at advertising, and 
married and prospered in Mexico for five 
years? Who is still in advertising and sales 
promction but on the ulcer side of the 
border? Who is 36, at his peak and han- 
kering for Mexico? Who feels, thinks, 
writes Spanish and talks your language? 
If you, or someone you know and value, 
needs this man, please write, now, to 

Box 5586, ADVERTISING AGE, 

801 Second Ave., New York 17, N. Y. 


VERSATILE MAN FOR SMALL AGENCY 
Now space buyer for medium-size agency, 
but production, copy and contact exp. too 
—5 ycars in all. Single, 27, reasonable. 
Rox 5590, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


TOP NOTCH AGENCY WRITER 
Broad exnerience in planning and writing 
everything from national advertising to 
dealer merchandising programs.. .radio, 
speeches, direct mail...booklets, broad- 
sides, catalogs. Prefer farm machinery ac- 
count, but background is broad enough to 
include many others. $12,000 minimum. 

Box 5588, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


PROMOTION AND ADVERTISING 
FOR SALES RESULTS 
Strong background in promotion, adver- 
tising, merchandising, public relations. 
Specialized experience in automotive 
products and food fields. Prefer Chicago 
area. Ad’ agency experience. Early thirties, 
married, conscientious go-getter. 
Box 5591, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


INDUSTRIAL ACCOUNT EXECUTIVE 
with goal of management post seeks per. 
manent connection with growing medium- 
size agency. Excellent record of plan- 
ning, preparing and directing successful 
campaigns for leading national manufac- 
turers. Thorough knowledge of technical 
and functional aspects of wide variety of 
industrial products and agency operation. 
Engineering education. Journalism degree. 

Box 5592, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


WANTED: MORE RESPONSIBILITY 
Aggressive seasoned advertising sales pro- 
ducing Business Manager with compre- 
hensive knowledge all phases magazine 
publishing seeks publisher who needs 
business and able executive assistant. 

Box 5593, ADVERTISING AGE, 

801 Second Ave., New York 17, N. Y. 


ADVERTISING DISPLAY SALESMEN 
Plastic and Thermoplastic Displays 


One of nation’s leading manufacturers of 
fine point of purchase displays has openings 
for a few top notch representatives in some 
very desirable territories. 


This is for exclusive territorial arrang t 


Advertising Age, March 2, 1953 


| POSITIONS WANTED 


FASHION PROMOTION SPECIALIST 

| Now in 10th year Sales, Advertising, Pub- 
jlicity, with top mfr. Know all angles 
fashion promotion. Strong sales record. 
Media background; college; good speaker. 
Single man, 38, go anywhere. 

x 5594, ADVERTISING AGE, 
209 E. Illinois St., Chicago 11, Ill. 


FARM PUBLICATION ADVERTISING 
20 yrs. space selling for natl. known farm 
publ., Chgo. daily, ad agency, traveling 
midwest. Now assoc. large gen. weekly. 
Married, age 45, univ. grad. References. 
Promising future foremost importance. 
Chgo. resident. Will relocate. 

Box 5595, ADVERTISING AGE, 

20) E. Illinois St., Chicago 11, Ill. 


ADV. AGENCY EXECUTIVE 

SEEKS ADV. MGR. BERTH 

I've run the gamut; Mount boy, layout 
man, art director, account executive, veep. 
Now, with a thorough knowledge of plan- 
ning, creating and producing advertising, 
I'm ready—yea, eager—for an ad man- 
ager’s spot with a substantial mfr. Go 
nearly anywhere for opportunity, pleas- 
ant company. Box 5596, ADVERTISING 
AGE, 801 Second Ave., New York 17, N.Y. 


EASTERN SALES MGR. - large trade 
mag. desires Chicago residence as Ad 
Sales Dir. or similar pos. Outstanding 
record for developing volume. Available 
in Chicago for interviews Mar. 9-13. 
Box 5599, ADVERTISING AGE, 
20) E. Illinois St., Chicago 11, Il. 


Young man (30) with thorough adv. back- 
ground of 10 years seeking TV contact 
job with promising future. Knows TV 
sales from flip card to front office. Strong 
on promotion and ideas. An enthusiastic, 
reliable and mature man who can bolster 
agency or advertising staff. Univ. grad., 
married. Active civic affairs. Resume, 
picture, references. 
Box 5600, ADVERTISING AGE, 
801 Second Ave., New York 17, N. Y. 


WEEKLY NEWSPAPER FOR SALE 


50,000 volume, 12,000 plus profit, located 
in the rolling countryside of Southeastern 
Pennsylvania—Industrial and Shopping 
town. 24 newspaper balance job printing 
at Franklin list. Interested in Cash Sale. 
Moving to New England. 
Box 415 ADVERTISING AGE 

200 E. Illinois St., Chicage 11, Ill. 


* PACKAGE DESIGNING * 
by an EXPERT 
AWARD WINNER 


31 years National Exp. 
GUSTAV JENSSEN & STAFF 


P. O. Box 8005 Tampa, Florida 


TRADE PAPER SALESMAN 


Old, established trade publica- 
tion offers excellent opportunity 
for a competent, experienced 
space salesman. Knowledge of 
trade practices in machinery field 
and acquaintance among agen- 
cies and advertisers in Chicago 
area desirable. This is a job with 
a future for the man who qual- 
ifies. Please write in full detail 
covering background, experi- 
ence, age and salary expected. 
Box 421, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Salesemen must be creative, experienced and 
= have a following. Liberal commission 
asis. 


KIRBY-COGESHALL-STEINAU CO. 
606 E. Clybourn Street 
Milwaukee 2, Wisconsin 


ART DIRECTOR 
WANTED 


One who is modern thinking, and 
has had plenty of agency experience 
in planning, layout and art buying. 
This position is in the home office of 
a well-established Detroit agency. 
State age, experience and salary ex- 
pectations in your résumé. Replies 
completely confidential. 


Box 419 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, I. 


WANTED: FREE LANCE 
PUBLICITY MAN 


New York advertising agency (a 
client of mine) n part time 
services of a publicity man, prefer- 
ably with engineering or technical 
background. 


PART-TIME EARNINGS 
Represent Advertising Age 


in Your Community 
If you are an enthusiastic reader of 
Advertising Age and have a few 
spare heurs each week which you 
want to devote to earning extra 
money, write to Mr. Hartenfeld, Cir- 
culation Director, Dept. 100, Adver- 
tising Age, 200 E. Illinois St., Chicago 
for full details of our subscription 
service plan. Please include brief 


background, references and snapshot. 
|| It’s pleasant work talking to interest- 
ing advertising and sales executives 
in your community; and you can de- 
vote as much or as little time to it 
as you wish. 


At least 5 years’ experience in 
industrial publicity and some news- 
payed experience would be helpful 
n writing news items, technical and 
other articles, and procuring publi- 
cation in business papers, news- 
papers, etc. Acquaintanceship with 
editors would be a plus. 

Experience with employee and 
community relations, including in- 
ternal house organs, would be de- 
sirable. 

The advertising agency will pro- 
vide office facilities (receptionist, 
hone, light, stationery) in exchange 
| an agreed amount of his serv- 
ices. He will be free to serve other 
clients. Write or phone— 


John Orr Young & Associates, Inc. 
Consultant to Advertising Agencies 


113 West 57th Street, Steinway Hall 
New York 19, N. Y. Pld¥a 7-6616 


ADVERTISING 
CONSUMER LAYOUT MAN 


We are an advertising agency operating 
successfully for 23 years within 50 miles 
of Philadelphia. We must expand our Art 
Department to meet increasing volume. 
We are looking for a young man with a 
good education in Advertising Art and 
about 2 or 3 years experience in a studio 
or agency. This man should have a flair 
for consumer advertising layout and be 
anxious to situate himself in a pleasant 
organization where a good man can make 
a good future. If you are this man, write 
to Box 418, ADVERTISING AGE, 200 E. 
Illinois St., Chicago 11, Ill., and tell us 
about yourself. An interview will then be 
arranged to view samples and discuss 
other aspects of our opening. 


1. IS YOUR PAPER FOR SALE? 
OR 


2,.WOULD YOU LIKE TO 
CONSOLIDATE WITH A 
FINANCIALLY-STRONG 
OWNERSHIP? 


This progressive publishing firm 
is interested in acquiring, by 
outright purchase or consolida- 
tion, additional vertical publi- 
cations in trade, technical and 
hobby fields. 


Your reply will be held in strict 
confidence, and you are assured 
that our present properties are 
not competitive to your own. 


Box 416 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 
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Advertising Age, March 2, 1953 


Cost of Advertising 
Went Up5%in1952. 


| 
(Continued from Page 1) 

While living costs only inched forward and prices of some items— | 
like food and apparel—actually declined, advertising costs, in general, 
advanced noticeably. | 
® The changes in costs—in 1952 and over the past 14 years—are plotted 
in chart form on Pages 1 and 40. 

AA’s analysis spells out, in facts and figures, what has happened to 
the purchasing power of the dollar in each of the major media. 

Specifically, AA’s study reveals that at the start of 1953 the adver- 
tiser faced this cost picture: 

1. The cost of reaching 1,000, 
newspaper readers in 10 major 


U. S. cities where newspapers are 


NATIONAL ECONOMIC INDICATORS 
Percentage Changes 1952 Over 1951 


39 


ago, $3.13 at the end of 1950 and 
$2.78 in 1947. 


=| = 


PRIVATELY WELD 
MONEY SUPPLY 


a Like the newspapers, the con- 
sumer magazines held the cost 


| teers} ont er 


‘line fairly steady until recent 


FACTORY 
WAGES 


_years. In the eight years following 
1939 the magazines increased their 
circulation tremendously. The 26 
magazines used in the AA study 
‘had a circulation jump from 35,- 
600,038 to 50,338,176. This 41.4% 
increase in circulation was accom- 
panied by only a 35% rate boost. 
As a result, cost-per-1,000 for a 
| b&w page in all 26 magazines actu- 
ally declined from $2.89 in 1939 
to $2.78 in 1947. 

However, since 1947 these 26 
magazines have increased their 
circulation by 8.2%, while rates 


TOTAL NEW 
CONSTRUCTION 


markets jumped 7.2% during 1952. 

2. The cost of reaching 1,000 
readers of 26 leading magazines in- 
creased 3.8% during 1952. 

3. The cost of reaching 1,000 
network television viewers de- 
clined 15% in 1952. 

4. If business papers are used, 
cost-per-1,000 is now 3.9% higher 
than in January, 1952. 

5. Cost-per-listener in network 
radio declined 2% from a year ago, 
but daytime is up at least 10%. 

6. Outdoor costs are about the 
same as a year ago. 

7. Cost-per-1,000 in car card 
advertising moved up 8.3% during 
1952. 

8. The milline rate of six leading 
farm monthlies increased an aver- 
age of 10.1% in 1952, but cost-per- 
1,000 based on page rates declined 
7% because three of the magazines 
reduced their page sizes. 


= A long-range view shows adver- 
tising costs have been relatively 
stable since 1939. 

Circulation has not kept pace 
with rate increases, but media to- 
day give the advertiser a good run 
for his money. 

For example, consumers’ prices 
are now almost 100% above 1939 
levels. However, the cost-per-1,000 
rate of business papers is up only 
37.5%; of newspapers, 35%; of 
magazines, 21.8%; of outdoor, 22%. 

And in network radio, advertis- 
ing dollars today buy more listen- 
ers than they did in 1939. 


NEWSPAPERS 
The cost of reaching consumers 
through newspapers increased sig- 
nificantly in 1952. Circulation was 


used most by national advertisers. 

Latest reports from the Audit 
Bureau of Circulations show that 
at the start of 1953 the daily papers 
in these cities had a combined 
weekday ‘circulation of 14,952,002. 
This is a 1.9% decrease from their 
combined circulation of 15,245,413 
at the start of 1952. In 1951, when 
AA made a similar study, these 
same 34 papers had a total circula- 
tion of 15,257,837. 


@ In 1952, these 34 papers in- 
creased line rates by an average 
of 5.2%. Today it would cost an 
advertiser $33.26 for an agate line 
in all of these papers, at the basic 
rate. This gives a milline rate of 
$2.22, a 7.2% increase over a year 
ago. 

At the start of 1952 the combined 
agate line rate was $31.60 and the 
milline rate $2.07. 

Standard Rate & Data Service 
recently reported that in 1952 more 
than 20% of the nation’s daily 
newspapers with circulations of 
5,000 and over increased national 
advertising rates. The average in- 
crease was 14%. Editor & Publisher 
reported that the average line rate 
for all U. S. newspapers increased 
4.22% in 1952, while the milline 
rate rose 4.58%. 

While newspaper advertising 
costs have increased sharply in the 
| past few years, over a longer peri- 
ban they show much more stability. 
|'From 1939 to 1953, when most costs 
skyrocketed, the newspaper ad- 
vertiser had an average cost-per- 
reader increase of only 35%. 

In 1939, 36 newspapers in the 
same ten cities had a total circula- 
tion of 11,937,000, with a milline 
irate of $1.64. 


| 


the ten cities increased 44% be-| general weeklies, three general 
tween 1939 and 1953. The major monthlies and four “special” or. 
cost-per-1,000 jump came in the miscellaneous publications. 
past six years. From 1947 to 1953,! Their combined circulation at 
Sunday newspaper circulation in the start of 1953, based on latest’ 
the ten cities declined 11.5%, while. ABC reports, was 54,450,000. An 
rates increased 27.7%. The average advertiser buying a b&w page in 
milline rate is now $1.79. In 1939, all 26 would have to shell out 


| 
| 


it was $1.24. | $191,670 (at the one-time rate). 
| This compares with a circula- 
MAGAZINES tion of 53,004,000 at the start of 


Both the circulation and adver-| 1952 and a combined page rate of 
tising rates of consumer magazines | $179,700. In other words, in 1952 
increased during 1952, but the rates rates advanced an average of 6.7% 
climbed more than twice as fast and circulation went up an average 
as circulation. |of 2.7%. 

AA’s study includes 26 maga-| Thus, the rate per 1,000 readers | 
zines—four in the shelter group, for a b&w page in all 26 magazines | 


leaped an average of 37.7% and 
have yet to stop climbing. 
Still, the cost of reaching 1,000 


“BEST ART on the 


iid 
market,” users say 
3000 New Drayings—160 page Handbook for you 


Used by HUNDREDS of top agencies 
THEY SAY: “Best in the business,” 
“It's a gold mine,” “Outstandingly 
superior,’ “Best we've ever seen,” 
“Head and shoulders above competitors,” 
“Immease help in our advertising,” 
“Best service on the market” 


NO TE BOCRIPLION pay only $2 
each as use 


EXCLUSIVE to Listed Agencies and 
"National" (vs. retail) ad Mees. 
FREE BROCHURE Write Today! 


(Our 23rd Year of Advertising Art) 


eight women’s monthlies, seven is now $3.52. It was $3.39 a year | STIVERS STUDIO, 67 Main S$t., San Francisco 5 


He studies AA for 
ideas to put to 
work for his 
agency s clients 


If you are looking for mint-fresh thinking 


down, while national advertising 

rates went up. The result is a|@ An advertiser gets more circula- 

higher milline rate. ‘tion for his dollar when he buys 
AA analyzed data for the 34 space in Sunday editions of news- 

newspapers being published in! papers. However, the 1939-1953 

Chicago, Cleveland, Detroit, Hous- cost record of Sunday papers 

ton, Los Angeles, Miami, New shows more inflation than that of 

York, Philadelphia, St. Louis and | the weekday editions. 

Portland, Ore. These ten cities AA found that the average mil- 

were picked as representative of line rate of the Sunday papers in 


FARM PAPER SALESMAN 


who has had successful experience in the agricultural 
publication field—who knows the agencies and ad- 
vertisers, and is big enough to do an outstanding job | 


for your clients (and what agency 
man isn’t?), may we suggest that 
you give up that bad habit of skimming 


William E. Frazier 
Account Executive 


| in contacting advertisers direct when necessary. A large 
agency seeks such a man. He is assured of a good | 
| present and increasingly better future, with liberal pay. 
We are looking for an outstanding man with unusual [{ 
ability. Full particulars, please. Address: | 
| Box 423, ADVERTISING AGE | 
200 E. Illinois St. Chicago 11, Iil. 


| 
| 
| 
| 


through Advertising Age during 
your frantically busy office hours. 


Listen to William Frazier who has found 
he must read AA at home to give 


it the study 


“Advertising Age is number one 

on my list of ‘must’ reading because it 
gives complete, unbiased coverage of 
advertising and marketing news. Each 
issue is crammed with the mint-fresh 
thinking of the nation’s top creative men. 


“In this Atomic Age of marketing, 
yesterday's horse-and-buggy ideas and 
methods no longer move merchandise. 
Fresh selling ideas, greater impact and 
initiative are required to expand old 
markets and to uncover and develop 


“Advertising Age gives me 
y and 

thinking in sharp focus on vital 
marketing and advertising problems. 


tomorrow’s news 


a a 
Crtfve 
aA 
Come 


i 


free 


with your home 
subscription 


John Falkner Arndt & Company, Inc. 
Philadelphia 


“Of course, I have AA sent to my home 
where I can take the time to read and 
study it thoroughly for ideas 

to put to work for our clients. It 
would be impossible to give AA the at- 
tention and study it deserves, if I 

tried to read it during office hours.” 


Well, that’s it. Plenty of 
admen agree 100% with this suc- 
cessful account executive. If you are an 
office skimmer of AA, try 
making a switch to studying it at home. 
Mail us NOW the order 
coupon below for a personal subscription 
to be sent to your home address. 
With it we will send you, FREE, a 
copy of the new edition of 

e Creative Man’s Corner,” reprinted 
from one of the most talked-about 


features to a regularly in 
Advertising oa. 7 


it deserves: 


new ones. 


keeps my 
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ADVERTISING AGE 
Dept. M2, 200 E. Illinois St., Chicago 11, Ul. 


Please enter my 1-year subscription to Advertising Age and mail 
it to my home address. I am to receive FREE a compilation of 
“The Creative Man’s” most provocative articles. 


My name 
Company 
O Home } 
© Company 


City 
© My check for $3 is enclosed. () Bill me later. () Bill my firm. 


Ce ee ee ee eee ee ee ee ee ee ee ee ee ee ee ee ee a ee ee ee ee ee ee 


Title 
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readers has gone up only 21.8% 
since 1939. 


Using a different group of con-. 


| 


sumer magazines, J. K. Lasser & 
Co. estimates a cost-per-1,000 in- 
crease of 16.5% since 1939. 


BUSINESS PAPERS 

During 1952 50 business papers 
studied by AA increased their rates 
an average of 6.9%. Their total! 
circulation also went up, but only | 
by 2.9%. Result: Advertisers must 
pay 3.9% more dollars in 1953 to 
reach the same number of business 
paper readers they did in 1952. 

The 50 papers picked by AA as 
representative include 20 industrial 
magazines, 15 trade publications, 
10 in the class group and five ex- 
port publications. 

Latest ABC and CCA statements 
show the 50 papers have a com- 
bined circulation of 1,236,425. A 
b&w page in all of the papers, at 
the 12-time rate, would cost $17,- 
442. 

At the start of 1952, their com- 
bined circulation totaled 1,201,023 
and their combined page rate came 
to $16,314. 


In 1947, circulation~of the 50/]J 


papers was 1,109,175 and the com- 
bined rate $12,901. , 

Since the papers’ circulation 
gains have only partially offset the 
rate boosts, the advertiser’s cost per 
1,000 readers has shot up consid- 
erably during the past 14 years. 
In 1939, an advertiser using b&w 
pages in the 50 papers could reach 
1,000 readers for $10.26. In 1947, 
it cost him $11.63, in 1951, $13.59, 
in 1952, $13.58. Today, an adver- 
tiser has to pay $14.11 to reach 
1,000 business paper readers. 

This represents a cost-per-1,000 
increase of 37.5% from 1939. 

According to the figures worked 
up by J. K. Lasser & Co., the cost- 
per-1,000 of business papers— 
based on page rates—has gone up 
only 25.4% since 1939. 


FARM PAPERS 


Six leading farm publications 
barely increased their circulations 
during 1952. The six—Capper’s 
Farmer, Country Gentleman, Farm 
& Ranch-Southern Agriculturist, 
Farm Journal, Progressive Farmer 
and Successful Farming—showed 
a combined circulation of 10,241,- 
000 at the start of 1952. According 
to ABC statements available at 
the end of the year, circulation 
had edged up to 10,306,000, an in- 
crease of less than 1%. 

During 1952 three farm publica- 
tions, Capper’s Farmer, Country 
Gentleman and Farm & Ranch- 
Southern Agriculturist, decided to 
reduce their page sizes from 680 
to 429 lines. This reduction in page 
size was accompanied by a 16% 
cut in page rates. 

“Of the other three magazines, 
only Farm Journal changed its 
rates, increasing the cost of a b&w 
page from $7,400 to $8,100. 

As a result of these changes, page 
costs actually decreased. A b&w 
page in all six papers ran to $32,- 
225 in 1952. Now it will only cost 
$30,225. The cost of reaching 1,000 
readers, based on a b&w page in 
each paper, declined from $3.15 
last year to $2.93 this year. 

However, the papers which re- 
duced their page sizes also lifted 
their agate line rates. The cost of 
an agate line in all six papers is 
now $68.38, compared to $61.43 
last year. The one-time milline 
rate thus jumped from $6 to $6.63, 
an. increase of 10%. 


RADIO 

Radio defies analysis. Determin- 
ing total audience size often 
amounts to little more than a 
guessing game. Do you count the 
potential audience as represented 
by the number of radio homes or 
the number of sets? Do you in- 
clude the 24,000,000 auto radios? 
Or do you merely count the de- 


livered audience, as measured by 
the rating services? The answers 
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to these questions depend on who/|190 stations now costs $468 less{cost study made early in 1952, esti- 


is doing the talking. 

In computing  cost-per-1,000_ 
changes, AA has used A. C. Niel-| 
sen Co.’s data on delivered audi-| 
ence. This admittedly shortchanges | 
radio on some of its circulation. | 
It is well to keep in mind, then, 
that these figures are not absolute 
measurements of radio’s pulling 
power. However, since the same 
measuring sticks were used for 
both 1952 and 1953, the figures 
should reflect actual changes in 
advertising costs. 

Nielsen reports show the average 
evening network program had an 
audience of 5,961,600 at the start | 
of 1953. For the comparable 1952) 
period, the audience was 7,376,100. 
This is an audience decline of 
23.7%. 

During 1952 the four major net- 
works adjusted their discount 
structures to make possibie a 25% 
reduction in net time costs of even- 
ing advertisers. The average price 
of a nighttime half-hour program, 
based on earning of the full dis- 
count, declined from $9,700 in 1952 
to $7,700 in 1953. (These figures 
are averages of the prices charged 
by ABC, CBS, MBS and NBC.) 

The 23.7% circulation decline 
and the 25% rate cut add up to a 
cost-per-1,000 decrease of 1.85%. 


® Nielsen reports show the aver- 
age weekday program had an audi- 
ence of 1,812,000 at the start of 
1953. For the comparable 1952 
period, the audience was 2,011,- 
000. This is an audience loss of 
11.1%. 

In 1952 the four major net- 
works increased their daytime 
rates from 5% to 10%. 

The result is a cost-per-1,000 in- 
crease of more than 10%. 

The network cost picture as- 
sumes a more favorable appear- 
ance to advertisers when two other 
factors are taken into account: 

1. The radio networks are today 
offering sponsors all sorts of pack- 
age deals which result in great 


cost-per-1,000 savings. 
2. Radio talent and production 


costs were shaved by 10% in 1952. 
AA computed the average program | 


cost from the annual Variety esti- 
mates. The average price of a 
1951-52 network show was $4,458. 
This year the average talent-pro- 
duction cost is $4,035. 


® An advertiser now using night- 
time network radio is getting much 
more for his dollars than he did in 


1939. CBS recently pointed out 


that “an evening half-hour on CBS’ | 


than it did on CBS’ 90 stations in 
1937.” 

Between 1939 and 1947, an ad-, 
vertiser earning the maximun' 
discount spent between $18,000 and | 
$19,000 for an evening half-hour 
program on the NBC or CBS net- 
works. Now, in 1953, the cost is 
between $8,000 and $9,000. 

Meanwhile, the network radio 
audience has increased substanti- | 
ally since 1939—even allowing for | 
the inroads of television in the past 
few years. From 1949 to 1953 alone, | 
the number of radio homes in-| 
creased by 13%. 

Of course, daytime rates have 
not been carved up. Instead, they 
have been moving closer to night- 
time rates. According to the Broad- 
cast Advertising Bureau, the aver- 
age radio station now charges 72% 
of the nighttime rate for daylight 
hours. The traditional 50% for- 
mula is fast disappearing. 

Generalizations about radio are 
open to many qualifications, but 
it seems fairly obvious from the 
data available that the network 
radio advertiser is, in most cases, 


‘getting prewar value for his dollar. 


Spot radio costs are even more 
difficult to estimate than network. 
Adequate audience figures are 
lacking and there are marked dif- 
ferences between TV and non-TV 
markets. 

However, a recent survey by the 
National Assn. of Radio Station 
Representatives gives an accurate 
picture of current spot time rates. 
AA compared this survey with the 
one made by the NARSR four 
years ago. The following tables 
show how much more an adver- 
tiser has to pay today to use one 
station in every market in the 
nation for one time at the daytime 
rate: 

FOR A HALF-HOUR 


Average Average 

Network §Non-Net 

Highest Affiliate Affiliate 
1949——$37,729 $23,561 $17,419 
1953—— 44,023 25,362 22,332 | 
Increase—16.7% 7.6% 28.2% | 


FOR 1-MIN. ANNOUNCEMENTS 


1949——$ 7,499 $ 4,688 $ 3,123 
1953—— 8,808 5,033 3,904 
Increase—17.4% 7.3% 25% 


These tables show spot time rates 
have gone up anywhere from 7% 
to 28%. At the same time, the total 
number of home listening hours 
in the nation has declined at least 
25% since 1949. 


This would indicate that spot! 


radio’s cost-per-1,000 has zoomed 
upwards in the past few years. 
Needham, Louis & Brorby, in a 


mated that cost-per-1,000 in spot 
radio increased 22% in 1951. The 
agency estimated the cost-per-1,000 
rise since 1941 at 55%. 


TELEVISION 
Although it may not be much 
comfort to advertisers spending 
huge sums in television, the cost- 
per-1,000 in TV is definitely on the 
way down. 


down as more and more families 
purchase sets, thereby increasing 
the medium’s coverage. 

Rates, of course, are not standing 
still. They are simply trailing be- 
hind the circulation growth. 

In 1952 the number of television 
families jumped from 15,000,000 to 
20,000,000, a gain of 33%. 

A. C. Nielsen Co. reported that in 
the two weeks ended Jan. 12, 1952, 
the average evening network TV 
program reached 2,655,319 homes. 
A year later the average evening 
program was reaching 3,924,000 
homes, an increase of 47.7%. 

Meanwhile, network Class A 
rates have gone up about 25%. 
For example, at the beginning of 
1952 the gross rate for a half-hour 
show on CBS’ network of 62 sta- 
tions was $27,810. At the beginning 
of 1953, you paid $35,007 for a 
half-hour on CBS’ 77 stations. 

A year ago a half-hour on 64 
NBC stations was pegged at $27,- 
555. Now, on 78 stations, it costs 
$35,235. 

All of which adds up to a cost- 
per-1,000 decrease of about 15%. 

However, the cost-per-1,000 suf- 
fers when you average in the ris- 
ing talent and production costs in 
television. Variety’s tabulation of 
159 network shows in the 1951-52 
season showed an average program 
price of $12,946. Its tabulation of 
151 current programs shows an 
average price of $14,255. Thus, tal- 
ent and production costs have gone 
up 10% in one year. 

A downward cost-per-1,000 
trend is evident in spot TV also. 
| Edward Petry & Co. made a study 
of 13 TV markets and found that 
between Jan. 1 and Nov. 1, 1952, 
the cost per 1,000 potential homes, 
‘based on the rate for minute an- 
|mouncements, went down 17.9% 
for nighttime and 15.2% for day- 
time. Based on hourly rates, cost- 
per-1,000 decreased 17.8% for 
nighttime and 18.5% for daytime. 


| It will probably continue to go 


- CAR CARDS 
| The cost of reaching car card 
‘readers increased in 1952. 
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AA checked 18 large metropoli- 
'tan centers and found that people 
everywhere are doing less riding 
/on public transportation systems. 

Car card rates today are about 
identical with those of a year ago. 

Circulation statements for the 
| first six months of 1952, compared 
| with statements for the compar- 
jable 1951 period, show the aver- 
age number of monthly riders in 
the 18 cities declined from a total 
of 765,100,000 in 1951 to 701,350,- 
| 000 in 1952. 

This is a circulation decrease of 
18.3%. 

Previous studies by AA showed 
that the cost-per-1,000 of this me- 
dium declined by 16% between 
1939 and 1947. From 1947 to 1951, 
however, cost-per-1,000 of car 
cards climbed 34.6%. 


OUTDOOR 


With the exception of some in- 
creases for coverage of small 
towns, outdoor costs showed no 
change in 1952. 

The following cost tabulation, 
printed by AA more than a year 
ago, is still in effect today: 

NUMBER OF POSTERS AND COST FOR A 
FULL SHOWING IN SELECTED MARKETS, 
BASED ON 12-MONTH USAGE 


City Non- 

Iumi- —Hlumi- Cost per 
New York nated nated Month 
(Manhattan 
& Bronx) 76 76 $5,880 
Brooklyn 60 60 4,380 
Long Island 50 50 3,500 
Chicago 80 80 6,000 
Flint, Mich. 12 8 600 
San Francisco 32 36 2,910 
Columbus, O. 20 20 1,120 
Columbia, S.C. 8 8 480 


Source: Outdoor Advertising Inc. 
According to the Assn. of Na- 
tional Advertisers, the cost of 
poster advertising today is about 
15¢ per 1,000 persons. Since 1939, 
cost-per-1,000 has gone up about 
22%. Circulation has increased 
considerably, in terms of both the 
population index and auto use, 
thereby offsetting price rises. 

Costs vary substantially from 
market to market. W. F. Flower, 
public relations director of Out- 
door Advertising Inc., pointed out 
to AA that the cost-per-1,000 in 
Chicago is 6.8¢, compared to 49.5¢ 
in Crawfordsville, Ark. 

V. H. Pelz, managing director of 
the Traffic Audit Bureau, detailed 
the sharp differences between 
markets in a report to the latest 
convention of the Outdoor Adver- 
tising Assn. of America. Mr. Pelz 
presented the following table to 
show how total cost and cost-per- 
1,000 for full showings had 
changed from prewar to recent 
years: 


% % 
Increase in Increase in 
Total Cost Average 
City Size per Day Cost-per- 
1,000 
Illuminated 
1,000,000 & over ...33.8 31.3 
500,000-999,999 ....29.7 24.0 
250,000-499,999 ....36.4 23.2 
100,000-249,999 ....43.0 15.9 
50,000-99,999 ....50.3 14.0 
2,500-4,99 ....69.7 17.4 
Under 25,000 ..115.7 18.2 
Unilluminated for Cities 
Over 25,000......... 80.3 28.4 
10,000-24,999......... 76.3 22.0 
5,000-9,999......... 95.3 13.9 
2,500-4,999......... 86.6 22.2 
1,000-2,499......... 72.9 1.3 
Under 1,000........ 67.0 2.6 


ART WORK, ETC. 

A survey of both buyers and 
sellers of advertising art in Chi- 
cago indicates there were no gen- 
eral, across-the-board. increases 
in 1952. 

However, in the field of pro- 
duction—photoengraving, electro- 
typing, printing, typography and 
mats—costs did increase about 
10%. 

Prior to 1952, available infor- 
mation showed that art and pro- 
duction costs had more than 
doubled since prewar days. In the 
past few years art prices seem to 
have stabilized, partly because of 
strong buyer resistance to in- 
creases. In production, higher costs 
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have resulted from new labor con- | 
tracts incorporating pay raises and 
fringe benefits. 

One agency art director, who 
supervises the buying of $400,000 
worth of art work annually, told 
AA there were no increases in the 
prices of illustrations, layouts and 
assembling since 1951. 

Comparing the current going 
rates on 7x10” b&w layouts, spot 
line illustrations and product pho- 
tographs with those reported by 
AA for 1951, the following was 
found to be true in Chicago: 

Layouts—up from $20-$25 to 
$25-$35. 

Lettering—price the same at ap- 
proximately $4 a word. 

Spot line illustrations—price the 
same at approximately $25. 

Product photography—price the 
same at approximately $15-$20. 

The field of production showed 
the following increases: 

Engravings—up 10%. 

Electrotyping—up 5.8%. 

Typography—up 12.5%. 

Printing—up 10%. 

Mats—up 5%. 

New labor contracts in the pro- 
duction field during the past year 
brought increased wages and in 
some cases added a third week of 
vacation. The number of weekly 
working hours also was reduced. 

The hourly time rate in the en- 
graving field is up 10% over a year 
ago, the unit rate on b&w work is 
up 16% and the unit rate on color 
work is up 6%. 

As for advertising films, prices 
were found to have risen 10% in 
1952. The film houses said this fig- 
ure may rise following the current 
Screen Actors Guild strike. 

Major art supply houses in Chi- 
cago said their prices remained 
stable in 1952 and this was con- 
firmed by art directors. 


DIRECT MAIL 


Costs of direct mail advertising 
are not included in the charts run- 
ning with this study because of the 
difficulty of reducing all the var- 
ious factors into a mythical aver- 
age. 

The best that can be done is 
to present estimates made by 
sources close to the direct mail 
operation. 

The Direct Mail Advertising 
Assn. reports the third-class mail 
audience can be reached at a cost- 
per-1,000 of $70. 

John D. Yeck, president of the 
Mail Advertising Service Assn., 
told AA no one really knows what 
direct mail costs are. “At best,” 
he said, “the DMAA figure is a 
semi-educated wild guess.” 

Philip E. Johnson, circulation 
production coordinator of Time 
Inc., said if the $70 per 1,000 fig- 
ure is accepted as true for 1953, 
then he would estimate his cost 
changes as follows: $70 per 1,000 
in 1953, $65 a year ago, $51.25 in 
1945 and $40 in 1940. Thus, as far 
as Time Inc. goes, direct mail pro- 
duction costs increased 7% in 1952 
and 75% since 1940. 


® Whitt Northmore Schultz, reg- 
ular AA columnist and president 
of Northmore’s, Highland Park, II1., 
mail order house, estimated cost 
changes for specific items as fol- 
lows: 

Postage—the rate for third-class 
advertising matter went from 1¢ 
to 1%¢ in 1952. 

Envelopes—from $15 to $20 per 
1,000 in past three years. 

Engraved letterheads—from 
$38.50 to $45 per 1,000 in the past 
three years. 

Mailing lists—$15 per 1,000; no 
change in recent years. 

Labels—up 10% in the past three 
years. 

Business reply envelopes—up 
$2 for every 1,000 in the past three 


years. 
Handling—the hourly wage rate 
up from $1 to $1.25 in the past’ 
two years. 
Flyers—the cost is down from) 
2¢ a piece to 1¢ because North- | 


more’s has switched from letter- 
press to offset. (Mr. Schultz says 


\there is a strong trend to offset 


among mail order houses and this 
cost reduction may therefore be 
typical.) 


Torgesen to Gladwin Plastics 
Harold J. Torgesen, art director 
of Freitag Advertising, Atlanta, 


‘has joined Gladwin Plastics, At- 


lanta, as assistant manager in 
charge of product and sales de- 
velopment. He will continue as 


Freitag art consultant. 


2 Name Brassard Advertising 


Brassard Advertising Inc., Provi- 
dence agency, has been appointed 
‘to direct advertising for W. B. 
Chase Inc., Providence dealer in. 
groceries and imported foods. The 
agency also has been named to 
handle a television promotion pro- | 
gram for Giusti Baking Co., New. 


Carter Buys Paper Firms 


Bedford, Mass., wholesale bakery. 
: .  cumameae has appointed Hilton & 

! ‘tising and promotion of both its 
Carter, Rice & Co., Hartford pa-| 
per distributor, has bought Storrs | 
& Bement Co. and the Paper House | 


of New England, both Hartford pa- 
per companies. William N. Stetson 
Jr., Storrs & Bement president, 
will continue participation in the 
business, as will most officials of 
both companies. 


Bronzini to Hilton & Riggio 
Bronzini Ltd., New York, men’s 

Riggio, New York, to handle adver- 

retail and wholesale divisions. Pre- 


viously, J. R. Flanagan Advertis- 
ing, New York, had the account. 
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Johnson Plans Eastern Ads 


Oliver Johnson & Co., Provi- 
dence, R. I., paint manufacturer, 
will devote most of its '53 budget 
to advertising in New England 
_newspapers. Arthur Braitsch Ad- 
| vertising, Providence, is the agen- 
| cy. 


Robertson to Carl G. Vienot 


William R. Robertson, formerly 
| with Northeast Mailing Co., has 
joined Carl G. Vienot Inc., Bos- 
rr agency, as an account execu- 
tive. 


And Mrs. Ray Prochow 
of Columbia County, 
Wisconsin thinks elec- 
tricity is wonderful too. 
She likes the conveniences 
appliances have brought 
to her farm home. Her 
special prize is the home 
freezer, uses it every 
day in preparing three 
hearty meals for her 
family. 


griculturist 


: 


cs 


| 
| 
| 


In 95 per cent of Wisconsin farm homes today 
electricity has produced revolutionary changes. 
Both indoors and outdoors it has dozens of 
uses. To the home it has brought all the con- 
veniences of modern living. Outside, in barns 
and yards, it has cut “‘chore time” and saved 


on hired help. 


Farm electrification is a boon to you, too, in 


TOP RANKING DAIRY STATE IS 


modern “push-button” market! 


selling this top ranking dairy state. Through 
Wisconsin Agriculturist and Farmer, the 
publication they depend on most... for 
more different kinds of information... you can 
deliver your sales message to 9 out of 10 of 
the best farm families. The sales potential is 


terrific. Let us tell you 


what it is for your 


particular product or service. 


WISCONSIN griculturist AND FARMER 


DANTE M. PIERCE, Publisher, Racine, Wisconsin 
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fs PHOTOGRAPHIC 
REVIEW 


JUDICIOUS SMILES—These judges in the Nash Motors 1952-53 Outdoor Poster 
Idea Contest for dealers and their employes are beaming down at the winning 
entry, submitted by Myron L. Boyd, Honesdale, Pa., Nash dealer. The judges are 
(left to right) Howard Scott, poster artist; B. B. Geyer and Walker Graham, presi- 
dent and v.p., respectively, of Geyer Advertising; Mark Seelen, art director, 
Outdoor Advertising !nc., and Clarence Blessed, president, Walker & Co. 


IN THE OPEN—Petri Wine Co., San Francisco, is increasing its 1953 budget, but 

has cut down on all other media to concentrate on outdoor advertising, with 24- 

sheet posters like the above. Outdoor has been its basic medium for 10 years. 
Young & Rubicam is the agency. 
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SOAP CAKE—The 100 candles on the cake above aren't to mark a birthday but 
celebrate the 100 spots which Lever Bros. Co. is running on WRNL, Richmond, 


for Rinso. The cake-eaters, left to right, are Joseph H. Seirer, WRNL sales manager; , 
Charles W. Matthews, and Richard N. Cautborn, representatives of Lever Bros. 


BOSS COMES TO TOWN—Esquire staffers put on a luncheon for Publisher Arnold 
Gingrich when he was in Chicago recently. At the speakers’ table (left to right) are 
*Paul Olafsson and Burt Leach, Esquire salesmen; Herman Stock, western ad 


MAN OF LEISURE—James A. McGraw (second from right) became 
a man of leisure this February when he retired as district 
manager for McGraw-Hill Publishing Co.'s Product Engineering 
after 48 years with the company. Wishing him well here are 


_TO NEW YORK 
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ROTATING DISPLAY—The first of seven new TransWorld Airlines 
outdoor boards in Los Angeles gets the once-over from officials 
of Pacific Outdoor Advertising and TWA. The display will be 


SARDINES AND CRACKERS—Pictured at the kick-off dinner for the Lenten promo- 

tion of Salerno saltine crackers and Norwegian sardines are, in the usual order, 

George F. Salerno, president of Salerno-Megowen Biscuit Co.; R. J. Scott, president 

of Schwimmer & Scott, Salerno’s agency; Samuel S. Moody, merchandising repre- 

sentative of McCann-Erickson, agency for Norwegian Sardine Institute, and Charles 

L. Sullivan, Salerno-Megowen v.p. Newspapers, radio, TV and point of sale will 
be used in the joint promotion. 
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for Esquire; Dan E. Provost, Esquire’s national ad director; Mr. Gingrich; Bertram J. 
Cahn, president of B. Kuppenheimer & Co.; Ira Morton, Esquire; Lou Smaller, western 
od ger, Esquire’s Apparel Arts, and Sherman Keats, Apparel Arts. 
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(from left) Malcolm $. MacNaught, associate district manager, 
Atlantic district sales; Nelson Bond, McGraw-Hill v.p. and 
director of advertising, and G. J. Seaman, regional v.p. and 
Atlanta district sales manager. 


rotated to new locations in Los Angeles every 30 days; other 
signs feature various TWA destination points in cutouts like this 
one of New York. BBDO is the agency. 


ABC EAGLE—American Broadcasting Co. is 

now branding all its telecasts and broad- 

casting equipment with this new eagle 
trademark. 
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LOOK DOWN—Downs Carpet Co., Phila- 
delphia, is running this ad in four colors 
in American Home, House Beautiful and 
Sunset magazine during April and May. 
Fien & Schwerin is the Downs agency. 
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In Chicago, it takes 2 — 


LOS ANGELES 
Sc wyer-Ferguson-Walker Co, 
612 So. Flower St. 


to enhance your story! 


BECAUSE . . . Chicago has outgrown the power of any single daily news- 
paper to reach even half of your city and suburban prospects. 

Today it takes two daily newspapers to reach a majority of the 
market—and for MOsT net unduplicated coverage, one of your two 


MUST be The Chicago SUN-TIMEs! 


CHICAGO 


SUN-TIMES 


211 W. Wacker Drive, Chicago © 250 Park Avenue, New York 


READERSHIP CONCENTRATED WHERE MOST OF THE BUYING IS DONE! 


SAN FRANCISCO PHILADELPHIA MIAMI BEACH 
Sawyer-Ferguson-Walker Co. Sawyer-Ferguson-Walker Co. Hal Winter Company 
1213 Russ Bidg. Girard Trust Bidg., 1400 S. Penn Sq. 9049 Emerson Ave, 


Idea suggested by JOHN DINEEN, JR. 
Pillsbury Mills, Inc. 
20 North Wacker Drive, Chicago 6, Illinois 


ATLANTA 
Sawyer-Ferguson-Walker Co. 
821-822 William Oliver Bldg. 
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Claire Henthorne 
Dies: Was Head of 
Displays Company 


CHICAGO, Feb. 24—Claire F. 
Henthorne, 51, president of Point 
of Purchase Displays Inc., died 
Feb. 22 after a heart attack. 

After his graduation from the 
University of Wisconsin’s school of 
journalism, Mr. Henthorne worked 
briefly in the advertising depart- 
ment of Standard Oil Co. of Indi- 
ana. He later became advertising 
manager of Vanta Co., Boston; 
Standard Oil Co. of Nebraska, and 
Brewing Corp. of America, Cleve- 
land. 

Mr. Henthorne left the brewer 
to join Griswold-Eshleman Co. in 
Cleveland and was later associated 
with Henri, Hurst & McDonald and 
Buchen Co. He joined Point of 
Purchase Displays in 1945 as pres- 
ident. 


EDWARD W. SCUDDER 

Newark, Feb. 25—Edward W. 
Scudder, 71, chairman of the board 
of Evening News Publishing Co., 
died yesterday. 


S. FRANK BEATTY 

CHIcAGOoO, Feb. 24—S. Frank 
Beatty, 59, secretary and general 
manager of the Graphic Arts Assn. 


Sell Your Product Thru 


DIRECT SELLING 
MAIL ORDER 


ADVERTISING 


We Show You How 


Publishers’ rates all publications 


MARTIN 


ADVERTISING AGENCY 


Direct selling mall order ad specialists—29th year 
15 East 40th $t., Dept. 11, New York LE 2-4751 


|of Illinois, died Feb. 14 of a heart 
ailment. 

Mr. Beatty was at one time sec- 
retary of the Winnipeg Printers 
Assn. in Canada and then served 
in the same capacity for Typothe- 
tae of West Virginia. 

He came to Chicago in 1926 as 
assistant secretary of the old Mas- 
ter Printers Federation of Chicago, 
now the Graphic Arts Assn. of 
Illinois. He was one of the organ- 
izers of Printing Industry of Amer- 
ica and a member of its executive 
committee. 


MORT HAMBURGER 

Fr. LAUDERDALE, FLA., Feb. 24— 
Mort Hamburger, 57, originator of 
the slogan, “Call for Philip Mor- 
ris,” died here recently. 

A graduate of New York Uni- 
versity, Mr. Hamburger was at one 
time v.p. of Federal Bakeries of 
America and associated with Fed- 
eral Advertising and Joseph Katz 
Co. He created the cigaret slogan 
in 1919. 


SIDNEY GERNSBACK 


Cuicaco, Feb. 24—Sidney Gerns- 
back, 77, a former v.p. of Gerns- 
back Publications, New York, pub- 
lisher of Radio-Electronics, died 
Feb. 18. 

Educated in Europe, Mr. Gerns- 
back had been in charge of the 
Chicago office of Gernsback since 
1933 and was the author of sever- 
al books on radio. 


JOHN JENKINS 

Cuicaco, Feb. 25—John Jenkins, 
62, editor of “Motor News,” maga- 
zine of the Chicago Motor Club, 
died yesterday of a heart ailment. 

Born in Flora, Ill., Mr. Jenkins 
attended the University of Illinois 
and joined the staff of the Chicago 
Tribune in 1919. In 1929 he started 
with Green, Fulton, Cunningham 
Co., Chicago agency, where he 
handled the Nash account. 
Mr. Jenkins joined the Chicago 
Daily News in 1935, remaining 
there as automobile editor until 


1947 when he moved to Roy S. 


4 


THE BUFFALO EVENING NEWS, 
again in 1952, led all evening 
newspapers in Automotive Ad- 
vertising linage. 

Sell the NEWS readers and you 
sell the Whole Buffalo Market... 
New York State's Second Largest 
Market. 


wine ded 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER 
Editer ond Publisher 


KELLY-SMITH CO. 
Netione!l Representatives 


WESTERN NEW YORK’'S GREAT NEWSPAPER 


Durstine Inc. to work on the Tuck- 
er automobile account. He was 
— editor of “Motor News” in 


JOHN L. ANDERSON 

New York, Feb. 24—John Lu- 
ther Anderson, 67, retired treas- 
urer of McCann-Erickson, died 
Feb. 21 at his home in Dobbs Fer- 
ry, N. Y., after a long illness. 

Mr. Anderson, who was a v.p. 
and director of the agency when 
he retired in April, 1952, had been 
in the advertising business here 
since 1919. From 1943 to 1946 he 
was treasurer and a director of 
American Assn. of Advertising 
Agencies. 

Born in Morgantown, W. Va., he 
grew up in California, but re- 
turned to the East to attend the 
University of Pennsylvania and 
New York Law School. His first 
job after college was in the law 
department Of the New Haven 
Railroad. 

From 1912 until 1916 he was 
secretary to Franklin Murphy, Re- 
publican leader of New Jersey. He 
then joined L. S. Gillham Co., an 
advertising agency in Salt Lake 
City. During World War I he 
served overseas. 

In 1919 he joined A. W. Erickson 
Co. here as a copywriter. A year 
later he became copy chief and in 
1922 was made general assistant 
to Mr. Erickson. 

When the Erickson agency 
merged with H. K. McCann Co., to 
form McCann-Erickson, in 1930 
Mr. Anderson was treasurer of the 
former company, and became as- 
sistant treasurer of the new organi- 
zation. In 1933 he became secre- 
tary-treasurer and in 1946 v.p. and 
treasurer. 


FRANK BRUCE SR. 

MILWAUKEE, Feb. 24—Frank M. 
Bruce Sr., 67, publisher and treas- 
urer of Bruce Publishing Co., 
world’s largest Catholic publish- 
ing house, died Feb. 22 at Miseri- 
cordia Hospital following an op- 
eration. 

Mr. Bruce had been with the 
publishing company, founded by 
his father, the late William George 
Bruce, since 1905, beginning as an 
office boy. He rose to bookkeeper, 
then became subscription manager 
and western advertising represent- 
ative for the American School 
Board Journal, the company’s first 
magazine. 

In 1914 he became publisher and 
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National Nielsen Ranking of Radio Shows 


Week of Jan. 18-24, 1953 
All figures copyright by A. C. Nielsen Co. 

Current Homes* 
Rank Program (000) 
EVENING, ONCE-A-WEEK be ge FOR ALL PROGRAMS) (2,775) 
1 Jack Benny ( merican “a. ES ee ae noi bs ap 0lgs Ka added 7,027 
2 Amos ’n’ ay iB ae wea da bated aa sued 6,311 
3 Charlie McCarthy Show "(Hudnut, sO tdsl wi Wekistarss eer dnd aeaeennn 6,311 

a Our _ Brooks (Colgate, ces} eo eo cc ck sh wawae 68060 b ERK eEM Ss, 
5 Lux Radio Theater (Lever IE Re Ea Eee ee oper 4,789 
6 My Little Margie — he ee es pa ol at western 4,610 
7 People Are F (mM ee Sa ta ia) ik wake cou wi be ahs ean 4,341 
8 se (Electric Auto. oa es dew eoeken’ 4,252 
9 Godfrey's Talent Scouts Gomme ee. UETAECARSTSAY Se Sa a Re ries 4,073 
10 ee Ss 5 db eS bcs 0 hb 4h 00.640 edeverénssband 4,028 
EVENING. MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (1,477) 
1 I gig Dok Baa aa g's 0:5 6 0's 6b dcp de whe $048 500% 2,641 
2 pa ~ Edn ( gy os GRR ee ee +506 
3 Ear cis CoN es adede ey ca ades kde oaeesd haan 2,462 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (2,014) 
1 Inaugural Ceremonies (Willys-Overland, fae “EPR ar Mirek eres Gey 5,192 
2 Inaugural Ceremonies (General Motors, NBC) .............. 0.06. cece cueee 4,744 
3 ee PD a ea Save cccabccensveccsioneseses’ 4,431 
4 Romance of Helen Trent Seo 159 cust 4B ad ibe de oboe bad aks 3,536 
5 Our Gal, $ i ee ne a eas k iée shud ox eee s SKbeve ad 3,491 
6 Aunt Jenny ( CBs). ee es as oath ny 60.8 6 06 6s4 0 EO OE OOO 3,357 
7 Wendy Warren & the rm, WUD 509040 snse ran dasdacess 3,312 
8 Arthur Godfrey inne EE es ti sgdw cibn pend eae wk owen 3,267 
9 Ma jg ww ee abn sb 'sd cc nadbbe podbeteeesses tap 3,178 
10 ccs c be usesesscbavengcessa tenes 3,133 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (1,298) 
1 True ——— Fa siggy See meme, MGB). ok. ccc cec ss: ceveeces 3,401 
2 The Shadow Gilieroet” RS o's 5 whats obs sce ayes cle ts eaine 2,775 
3 EY Ts iS rs o's vac ccecdickaeacaenbeueessseceede 2,327 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,835) 
1 a ig 5 5G ods via Csibs bs vs 6 eecs Ou seiee 3,804 
2 ee EE, OD ok onc ace psaddcvecceacteceweseses 3.178 
3 SL 6 kak a Kak oc ed.os bbinssonssbeeeseeéetses 2,999 


*The percentage of homes reached (‘‘Nielsen-Rating’’) may be determined by ny the number 
of homes reached with 44,756,000, the 1953 Nielsen estimate of total U. S. radio 


National Nielsen-Ratings of Top TV Shows 
Two Weeks Ending Jan. 24, 1953 
All figures copyright by A. C. Nielsen Co. 


Total Homes Reached Program Popularity* 
Homes Homes 
Rank fet Rank pepen %) 
1 I Love Lucy (Philien i Morris, CBS) ..15,015; 1 I Love ie! (Philip Morris, CBS) ..... 7 
2 Inaugural Day Ceremonies 2 Inaugural Day Carcenenies 
(General Motors, NBC) .......... 13,148 (General Motors, NBC) ............ 67.6 
3 Arthur Godfrey & Friends 3 Godfrey's Talent Scouts (Lever- 
(Liggett & Myers, CBS) ........ 11,449 oy OSS rere re 64.5 
4 Texaco Star Theater (NBC) ........ 11,010} 4 co Star Théaier DE facnbecenae 58.0 
5S Colgate Comedy Hour (NBC) ...... -10, 881; 5 Arthur Godfrey & Friends (Liggett 
6 Arthur Godfrey & Friends i. <<. = aesrre 57.8 
UU CN hak dd 0'4.5.4.0.0.6-06 04 9,908| 6 Colgate Comedy Hour (NBC) ........ 52.2 
7 Dragnet (Liggett & Myers, NBC) .... 9,451] 7 Dragnet (Liggett & Myers, NBC) ..... 49.1 
8 You Bet Your Life (DeSoto- 8 Arthur — & Friends (Toni 
. .. i Ewa 9,170 = erry 48.2 
9 Arthur Godfrey & Friends 9 *.-m. , we Mills, NBC) ...... 47.9 
(Pillsb » ere 9, Arthur G & Friends (Pillsbury 
ii. i. |. Srey 9,025 GE Snide ds $00dbesS Ses 46.6 
*Per cent of homes reached where program was telecast. 
. 
Trendex TV Ratings 
Ten Multi-Station TV Cities 
Feb. ars 1953 
Rank Program Comedy Hour (Colgate, NBC) ........ 37.0 
1 I Love Lucy (Philip meres, cBs) . wet! § 7 What's My Line (Jules Montenier, 
2 pesvars Talent rw $ (Lipton, CBS) .47.9 er rare 35.8 
3 preans net (Liggett & Myers, NBC) . art 8 ome Marx (DeSoto-Plymouth, 
4 Godfrey & Friends (Liggett & Myers, FORE OE CET Te 34.0 
es CH: ED. wenccccecccecs 0) 9 an $s Brooks (General Foods, CBS) .32.9 
5 Texaco Star Theater (NBC) .......... 41.4, 10 Strike it Rich (Colgate, CBS) ....... 31.1 


treasurer, the same year in which 
he founded Industrial Arts and 
Vocational Education. He pur- 
chased the Catholic School Jour- 
nal in 1929, which he continued to 
publish. He was a founder and for- 
mer president of the Milwaukee 
Advertising Club, and a past pres- 
ident and a director of the National 
Assn. of Catholic Publishers and 
Dealers in Church Goods. 


MARK SHWAYDER 

DENVER, Feb. 24—Mark Shway- 
der, 67, v.p. in charge of sales for 
the Samsonite luggage division of 
Shwayder Bros., died Feb. 20 after 
a long illness. 

Born in Denver, Mr. Shwayder 
started his business career as a 
salesman in San Francisco but re- 
turned to Denver in 1930 to enter 
the luggage business with his four 
brothers. He was a member of the 
board of directors of Shwayder 
Bros. at the time of his death. 


W. RANDALL HARRIS 

ASHEVILLE, N.C., Feb. 24—W. 
Randall Harris, 54, assistant gen- 
eral manager and treasurer of the 
Asheville Citizen-Times, a position 
he had held since the two newspa- 
pers were consolidated in 1930, 
died Feb. 20 following a heart at- 
tack. 

Mr. Harris was president of the 
North Carolina Press Assn. and 
past president of the Associated 
Dailies of North Carolina. 


THE BEST PHOTOENGRAVINGS THAT COULD BE MADE 


COLLINS, MILLER & 
HUTCHINGS, INC. 
207 NORTH MICHIGAN AVENUE + CHICAGO | 
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"|preme Court. They also can peti- | 
| tion the state for a rehearing. 


-|/no jurisdiction over cases con-| 
.|cerned with intrastate commerce 
_| based on state constitutions. 


BOTTOMS UP—The underside of a [V set 
is featured in full color in this Zenith Radio 
Corp. ad in the March Better Homes & 
Gardens. The ad is one of the first pre- | 
pared for Zenith by Young & Rubicam since | 
the agency acquired the account last June. 


Fair Trade Act 
in Georgia Held 
Unconstitutional 


ATLANTA, Feb. 26—Fair trade got 
a knockout blow in Georgia this 
week when the Georgia supreme | 
court ruled the state fair trade act) 
unconstitutional. 

If the decision cannot be re- 
versed or circumvented, it not 
only writes finish to fair trade in| 
this state but may be the means 
whereby other states can do the: 
same. 

The decision arose out of a suit | 
brought against Grayson-Robinson | 
Stores Inc. late last year by Oneida | 
Ltd., New York silverware manu- | 
facturer. Oneida charged the re-) 
tailer with selling a set of dinner- 
ware below fair trade prices and 
sought an injunction. A temporary 
injunction was granted, followed 
by a series of legal moves which 
brought the case to the state’s 
highest court. 


® The supreme court ruled that) 
“the act of 1937, known as the, 
Georgia Fair Trade Act, is null | 
and void since it offends [part of | 
the 1945 state constitution] which 
provided that ‘no person should | 
be deprived of life, liberty or! 
property, except by due process of 
law.’ ” 

Further, the court ruled the act. 
“contrary to and inconsistent with 
the provisions of the Sherman Act 
as they were at that time. It con- 
sistently offended the supremacy 
clause, as well as the commerce 
clause of the federal Constitu-— 
tos...” 

It is not yet clear whether the 
decision affects signers as well as 
non-signers to fair trade agree- 
ments. 

Oneida attorneys say they will, 
need at least a week to study the 
decision before deciding if an ap- 
peal will be taken to the U. S. Su-. 


DAYTONA BEACH 
FLORIDA 


Florida’s Year "Round Resort Reached By. 
DAYTONA BEACH NEWS-JOURNAL 


1. Daytona Beach is an unusual test | 
market; its thousands of visitors 
come from all over the U.S., Canada, 
Cuba and South America. Its Sum- 
mer seasons now rival its Winters i in 
tourist BR O00 

2. Over $98,723,000 effective buying in- | 
come. 

3. = $83,353,000 retail sales. | 

4. A quality market index of 127. 

5. 1951 total advertising 12,210,352 lines. 

SEND FOR OUR ADVERTISERS’ MERCHANDISING PLAN 

Represented by V. J. Obenauer Jr. in Jacksonville | 

Represented In United States by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
' in all principal advertising centers 


| injunction restraining Masters Inc., 
'a large discount house, from sell- 
|ing GE products at cut prices. 

| Last week, the state supreme 


|partment store from selling GE 


merchandise below fair 
| prices. 

In Michigan, a bill has been a 
troduced into the state legislature 
asking that non-signers to fair | 
trade agreements be equally bound | 


with signers to the state’s fair " 


trade | 


In the past, the U. S. Supreme 
Court has frequently said it has 


trade law. 


® Elsewhere this week, New 
York’s appellate court—highest in 
the state—unanimously affirmed a 
supreme court order granting 
General Electric Co. a temporary 


Campaigns in New England 


Rex Venetian Blind Co., Boston, 
has scheduled its 1953 campaign 
exclusively in New England news- 
papers. Silton Bros., Boston, is 
the Rex agency. 


Patterson to Rea, Fuller 


Patterson Bros., New York hard- 
ware dealer, has appointed Rea, 
Fuller & Co., New York, to handle 
its advertising. 


court gave GE a permanent in- 
junction enjoining the S. Klein de- 


rm cvav.cimtscresocinety 


The QUAD.-CITIES are so closely 
integrated that the U.S. Census 
considers them as ONE metropolitan 
area of nearly 1/4 million people. 


—-Cr» 
- Nowa Cs 


ca, WHBF :: cs 


TELCO BUILDING, ROCK ISLAND, nie 
at Represented by, Avery-Knadel Inc: 


SAAN 04 tonite 
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To all advertisers...publishers... printers... 
container manufacturers — don’t miss the 
latest issue of HUBER NEWS for valuable and 
colorful information. Send for your free copy 
today! (Print order limited.) 


AN ISLAND IN TOW? Yes! An island of logs being 
towed across Lake Superior. Read about this 
fascinating economy operation in HUBER News. The 
story starts on page 17, 


NO END TO RESEARCH at Huber: 
this clay-processing story is an 
eye-opener. Send for your copy of 
HUBER NEWS. It’s free. 


LIFE 1S BUSY for an ink salesman who travels 
a good share of the southern territory. This 
HUBER NEWS cover story reports his visits to 
newspapers, bag and box plants from Mem- 
phis to New Orleans—his on-the-scene check 
of Huber ink performance. 


@ NERVE AND SKILL are two vital ingredients 
in papermaking. How much is needed is inter- 
estingly told in the logging story in your issue 
of HUBER News, Write for it today, 


J.M. HUBER CORPORATION 


INK DIVISION 


620 62nd St., Brooklyn 20, N.Y. 
Ink Plants: 


Bayonne, N. J. * 

Boston, Mass. * Brooklyn, N.Y. 

McCook, lil. 

Ink Sales Offices: Boston + Brooklyn * Chicogo 
New York + East St. Lovis, lil, 


Borger, Texas 
* East St. Lovis, Hil, 


HUBER PRODUCTS IN USE SINCE 1780 
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Promotes Marion Hilker 


Wieboldt Stores Inc., Chicago, 
has promoted Mrs. Marion Hilker | 
to advertising manager. She suc- 
ceeds Eugene T. Sullivan, who has | 
joined Aubrey, Finlay, Marley & 
Hodgson, Chicago agency. Mrs. 
Hilker has been with Wieboldt 
Stores for 11 years, in fashion pro-. 
motion and as promotion manager. | 
Since 1945 she has been advertis-— 
ing layout manager. 


Egan to Grant Advertising | 
Grant Advertising, Chicago, has | 
appointed John A. Egan v.p. in| 
charge of merchandising of pack- 
age goods. Mr. Egan formerly was. 
regional sales director for the El- | 
gin-American division of Illinois | 
Watch Case Co., Elgin, Il. 


SIMPSON-REILLY, LTD. 


Publishers Representatives 


_ HALLIBURTON BLDG. 
_ CENTRAL TOWER 


| 


petitors. 


We could atrost magine one mink saying to another. 
Ug the shi 
boy bed be 


Denver Dealer Sells _ | 
More TV Sets with 
Unusual Advertising | 


Denver, Feb. 24—When Denver | 
got its first television station in 
operation last July, set dealers | 
plunged in happily for the bonanza. | 

American Furniture Co., how-| 
ever, decided it could do better) 
with advertising that differed from 
its competitors’. Instead of a) 
straight advertising message, it) 
started using institutional-type 
copy, some of it featuring nursery- | 
rhyme characters. It says this cam- | 


moans ee tm ene: 


paign helped it to outsell its com-| Pic 


| 
| eect sa 
| == omeenp tole 


ome one my 
peer ao 
men 


This copy—running in full pages | 
in the Denver Post and Rocky | 


Mountain News—was interspaced “What keeps Miss Muffet so still 
on her tuffet?” the copy asked. 
\“What keeps the spider so quiet! 
@ One ad showed one mink saying beside her? Philco Television.” Or 
to another, “I’d give the shirt off an ad with Old King Cole and the 


with straight merchandising copy. | 


American’s ad manager, Street 


Hale, explains, “The papers were 


full of every kind of TV set plug 


possible at the beginning of tele- 


vision in Denver. We decided to 
sell the idea instead of the product. 
We used nursery rhymes as a tie- 
in because it has children appeal. 
We believe children have a great 
say in buying television.” 


McGehee Leaves ‘Redbook’ 


Francis N. McGehee, v.p. and 
advertising director of Redbook, 
has resigned to reestablish the 
business he operated as a pub- 
lishers’ counsel before joining Mc- 


‘Call Corp., which publishes Red- 


book. William E. Terry, advertis- 
ing manager of the magazine, has 


been promoted to succeed Mr. Mc- 
| Gehee. 


Ramsay Leaves Greenthal 


Clark Ramsay, formerly a v.p. 
of Monroe Greenthal Co., New 


'York, has been named executive 
|assistant to David A. Lipton, v.p. 


my back for an American TV set.” | statement, “Old King Cole has ‘in charge of advertising and pub- 
Another pictured Little Miss Muf- fired his fiddlers three...He gets licity for Universal-International 
fet with the spider beside her. more variety on Westinghouse TV.” | Pictures Inc., New York. 


FM Pulled Twice the 


Inquiries at s the Cost 


FM commercials in Grand Rapids and Detroit areas only out-pulled 
same commercials broadcast over AM with full-state coverage. 


Are you up-to-date on FM? This is an- 
other report of actual results in a nation- 


wide campaign 


ments for Zenith Hearing Aids. It adds 
actual case history results to your surveys 
and statistics on FM coverage of AM 
*“tholes’”’ and ‘‘white spots.” 


More “pull” for less money. In the state 
of Michigan, for example, full theoretical 
AM coverage was used, while FM coverage 
was purchased only in Grand Rapids and 
Detroit. In spite of this, FM out-pulled 
AM two to one, with a cost per inquiry 


only \ that of 


ae 


of keyed spot announce- 


lower cost. 


Note to FM Stations: 


AM. 


The royalty of television and RADIO” 


ZENITH RADIO CORPORATION ¢ Chicago 39, Illinois 


Help where you need it. Better investi- 
gate al/ the areas where you thought AM 
could do the job alone. You'll find many 
areas where you need FM to get your 
message through because of static and 
local interference. FM gets results—at 


Your Zenith distributor will gladly 
help promote your station and pro- 
grams through dealers, in newspaper 
ads and displays, Get in touch with 
him today. 


COPR. igca 
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Product Duplication 
Increases Druggists’ 
Sales, LeBien Says 


New York, Feb. 24—Product 
duplication in the pharmaceutical 
field may be a curse to the drug- 
gist, but it accounts for a major 
share of increased business in the 
druggist’s prescription department, 
according to Alfred J. W. LeBien. 

One of several speakers at the 
second annual pharmaceutical ad- 
vertising club promotion clinic, Mr. 
LeBien, director of merchandising 
for Eli Lilly & Co., made this 
point in a talk on the good and 
evil of product duplication. 

The question of product dupli- 
cation is one of the hottest subjects 
in pharmaceutical circles these 
days, and Mr. LeBien conceded 
that there is a considerable amount 
in existence. Last year, he said, 
425 ethical products were intro- 
duced. Many were duplicates, sev- 
eral were regional and others died 
a-borning. The average druggist, 
he estimated, bought about 400 of 
these new items. 


# Prescription inventories in the 
last ten years have increased 200% 
while sales have climbed 400%, 
Mr. LeBien stated. This compares 
with an inventory increase of 300% 
and a sales rise of 200% on drug- 
gists’ non-prescription items, he 
said. 

Druggists themselves are guilty 
of adding to the pile of dupiicating 
products, the speaker said, by 
some of their practices. Often sev- 
eral manufacturers will bring out 
new products, backed up by ear- 
lier research and a big promotion 
program, he asserted. 

A less reputable manufacturer 
will then offer the same product at 


'a lower cost, without having spent 


money for research and riding the 
promotion coat tails of the others. 
The druggist who buys from him 
is aggravating the situation even 
more, Mr. LeBien said. 


| Pharmacists can keep their dead 


stock reduced by having adequate 
inventory control and keeping new 
products in a special section where 
they can quickly observe sales, Mr. 
LeBien suggested. 

Reputable manufacturers, he 
said, will usually take back un- 
sold, unopened new products. 

To succeed, a pharmaceutical 
manufacturer bringing out a new 
product must first create a de- 
mand for it and have the good will 
of the doctor, the distributor and 
the retailer, he concluded. 


NIAA Studies Ad Effectiveness 


The Industrial Advertising Re- 
search Institute of the National In- 
dustrial Advertisers Assn., Cleve- 
land, has named James E. Jump & 
Associates, sales consultant, to un- 
dertake the first in a series of 
studies on the effectiveness of in- 
dustrial advertising. The initial 
project will study the handling 
and evaluation of inquiries by suc- 
cessful industrial advertisers. 


Zarish Named Spring-Air Exec 


Joseph F. Zarish, formerly sales 
and merchandising manager of 
Sealy Inc., Chicago bedding mak- 
er, has been appointed executive 
director of Spring-Air Co., Hol- 
land, Mich., manufacturer of mat- 
tresses and box springs. 


ELIZABETH 


NEW JERSEY 


One of the nation’s top 50 industrial areas 
which is dominated by the 


ELIZABETH DAILY JOURNAL 
There are approximately 900 di- 
versified industries in the Elizabeth 
Journal trade area who employ over 
69,000 workers. Over 277 new in- 
dustries have located in Elizabeth 
during the past 5 years. 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
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Coming 
Conventions 


*Indicates first listing in this column. 

March 9-11. Advertising Specialty Na- 
tional Assn., spring advertising specialty 
show. Palmer House, Chicago. 

March 18-20. Assn. of National Adver- 
tisers, spring meeting, The Homestead, 
Hot Springs, Va. 

March 20-21. Atlanta Advertising In- 
stitute, fourth annual meeting, Alumni 
Memorial Bidg., Emory University, Ga. 

March 31-April 2. Point of Purchase 
Advertising Institute, annual meeting and 
exhibit, Palmer House, Chicago. 

April 20-23. American Management 
Assn., packaging conference and exposi- 
tion, Navy Pier, Chicago. 

April 20-23. National Premium Buyers 
Exposition, 20th annual, Conrad Hilton 
Hotel, Chicago. 

April 21-23. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 
Astoria, New York. 

April 23-25. American Assn. of Ad- 
vertising Agencies, annual meeting, The 
Greenbrier, White Sulphur Springs, W. 
Va. 

*April 28-29. American Marketing Assn., 
merchandising clinic, Hotel Roosevelt, 
New York. 

April 28-May 1. National Assn. of Ra- 
dio and Television Broadcasters, 3ist 
annual convention, Biltmore Hotel, Los 
Angeles. 

May 1-3. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va. 

*May 1-3. Advertising Federation of 
America, Fourth District convention, 
Floridan Hotel, Tampa, Fla. 

May 3-6. National Newspaper Promo- 
tion Assn., annual convention, Fort Shel- 
by Hotel, Detroit. 

May 6-8. Assn. of Canadian Advertis- 
ers, Royal York Hotel, Toronto. 

May 7. Export Advertising Assn., fifth 
annual international advertising conven- 
tion, Hotel Plaza, New York. 

*May 13-15. National Assn. of Transpor- 
tation Advertising, annual convention, 
Santa Barbara Biitmore, Santa Barbara, 
Cal 

May 21-23. Southern California Adver. 
tising Agencies Assn., 3rd annual confer- 
ence, Del Coronado Hotel, San Diego. 

May 25-26. Inland Daily Press Assn., 
spring meeting, Congress Hotel, Chicago. 

June 8-10. National Sales Executives 
Inc., annual convention, Chalfonte-Had- 
don Hall, Atlantic City. 

June 10-14. National Business Publica- 
tions, annual meeting, The Broadmoor, 
Colorado Springs, Colo. 

June 14-17. Advertising Federation of 
America, 49th annual convention, Statler 
Hotel, Cleveland. 

June 21-25. Advertising Assn. of the 
West, annual convention, Fairmont Hotel, 
San Francisco. 

*June 21-July 1. National Assn. of Dis- 
play Industries, ‘Christmas Conventions,” 
Conrad Hilton Hotel, Chicago. 

June 22-24. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Somer- 
set Hotel, Boston. 

June 22-25. National Industrial Ad- 
vertisers Assn., annual conference, Hotel 
William Penn, Pittsburgh, Pa. 

Aug. 29-Sept. 3. Advertising Specialty 
Institute, advertising specialty show, La- 
Salle Hotel, Chicago. 

Sept. 14-18. Outdoor Advertising Assn. 
of America, 56th annual convention, 
Shamrock Hotel, Houston. 

Sept. 21-23. Assn. of National Adver- 
tisers, annual meeting, Drake Hotel, Chi- 
cago. 

Sept. 27-29. Mail Advertising Service 
Assn. International, annual convention, 
Hotel Statler, Detroit. 

Oct. 4-8. Advertising Specialty National 
Assn., annual convention and Specialty 
Fair, Palmer House, Chicago. 

Oct. 5-6. Inland Daily Press Assn., an- 
nual meeting, Hotel LaSalle, Chicago. 

Oct. 9-10. Pennsylvania Newspaper 
Publishers Assn., 29th annual convention, 
Penn Harris Hotel, Harrisburg. 


JOURNAL STAR 


IN A MAJOR MARKET 


PEORIA, ILLINOIS 


Only paper to cover 
this rich 13 county 
Peoriarea market. 


“Here are the facts” 


1. LARGEST Circula- 
tion in Illinois.* 

2. LARGEST Metropoli- 
tan Market in Ilinois* 
. » « Pop. 250,512. 

3. “BEST Test Market 
in Midwest"’ says every 
8.M. Test Survey. 

4. WHOLESALE SALES 
2% TIMES LARGER 
than any other Illinois 
City.* 

5. ‘‘We help you do the job.”’ 


*Except Chicago 
_ Bivessntes Nationally by 


EARL H. M 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


| 


| Statler, Boston. 


Oct. 12-15. Financial Public Relations | 
Assn., 38th annual convention, Sheraton 


Cadillac Hotel, Detroit. 


Oct. 19-20. Boston Conference on Dis- | 
tribution, 25th anniversary meeting, Hotel | 


Nov. 5-7. Southern Newspaper Publish- 
ers Assn., annual meeting, 50th anniver- 
sary, Boca Raton, Fla. 


Stecher-Traung Promotes 2 


Stecher-Traung Lithograph. 
Corp., Rochester, has promoted 
Harold F. Nunn to manager of la- 
bel, box wrapper and carton sales. 
M. C. Carpenter has been pro- 
moted to manager of seed packet, | 


|advertising and _ specialty ag 


Mr. Nunn joined the Stecher- 
Traung sales organization two/| 
years ago, while Mr. Carpenter 
joined the company in 1950. 


Landers, Frary Names Fraley 


Raymond E. Fraley, formerly 
with the paint division of Pitts- 
burgh Plate Glass Co., has been) 
appointed sales representative in) 


wares. 


OPENING NIGHT—Hirshon-Garfield, New York agency, threw a cocktail party 

to mark the opening of its Florida branch office in Miami Beach. Left to right 

above are Jules Kase, v.p. and manager of the new office; Sam Friedland, head of 
Food Fair Stores, and Sidney Garfield, president of the agency. 


Hooven Leaves Beech-Nut 
Robert J. Hooven, a director and 


nounced his. resignation 


from | 


Seeds Promotes Witherell 
Russel M. Seeds Co., Chicago 


the Seattle area for the house- v.p. in charge of sales, has an- agency, has promoted James With- 
wares and vacuum goods division | 
of Landers, Frary & Clark, New Beech-Nut Packing Co., Canajo-| tion to his present duties as ac- 
Britain, Conn., maker of house- harie, N. Y. Mr. Hooven has not count executive and research di- 
‘announced any future plans. 


erell to media supervisor, in addi- 


‘rector. 
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Harnischteger Boosts Hwass 

Edward R. Hwass has been pro- 
moted to general manager of the 
houses division of Harnischfeger 
Corp., Milwaukee. He was sales 
manager. 


‘Pathfinder’ Promotes Kincaid 

Ted Kincaid, a member of the 
Philadelphia sales staff of Path- 
finder, has been promoted to man- 
ager of the Philadelphia sales of- 
fice. 


TORONTO, CANADA 


Capital City of Ontario -—— Canada’s Richest 

Province — Having One-Third of Canada’s 

Total Population and 42% of Retail Sales— 
Blanketed by the 


TORONTO DAILY STAR 


— 400,000 circulation (largest in 
Canada) 

— 80% coverage of Toronto 

— 50% coverage of 45 prosperous 
Ontario centers 

SEND FOR OUR COMPLETE DETAILED MARKET FACTS 


And Nationally Represented by 
WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
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ALONEY 
Advertising Director 


WRITE FOR YOUR NEW PEORIAREA FACT FOLDER 
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ADVERTISING 


THIS ANNOUNCEMENT SPONSORED BY THE MOUNTING AND FINISHING MEMBERS 


FREE EXHIBIT HOURS 


(1) POPAI Annual Symposium-Luncheon: — 
In the Palmer House Grand Ballroom, 
Wednesday noon, April 1, 1953. Prin- 
cipal speaker will be R. H. Whidden, Vice (3 
President in charge of sales of W. A. 
Sheaffer Pen Co. His topic “The Point of 
No Return”. An inspiring message—based 
on a wealth of experience. Valuable door 
prizes. All over at 2:30 P.M. (4) 
(2) Merchandising Forum, Tuesday, March 
31st, at 9:30 A.M.: — Moderator: Ralph 
Head, Merchandising Executive of Batten, 


NATIONAL EXHIBIT AND SYMPOSIGM 
March 3ist, April Ist and 2nd, 1953... Palmer House, 


THE ONLY NATIONAL EXHIBIT 


of the latest and best Window Displays and Store Displays of all types... from all 
sections of the country. Save your time —see the many new and ingenious devices for 
increasing sales ALL IN ONE PLACE —AT ONE TIME! i 


TUESDAY, MARCH 31ST — 10 A.M. ~6 P.M, 
WEDNESDAY, APRIL 1ST — 10 A.M. — 8 P.M. 
THURSDAY, APRIL 2ND — 10 A.M. — 6 P.M. 


executives. 


~~ 


April 1 Symp 


Barton, Durstine & Osborn, New York. 
Panel includes six of the nation’s top sales 


Merchandising Forum, Thursday, April 
2nd, at 9:30 A.M.: — Moderator: Miss Jean 
Rindlaub, chosen “Advertising Woman of 
the Year’. Panel includes six women mer- 
chandising executives. 

“Hall of Fame” Special Exhibit: ~ Amer- 
ica’s most successful displays, selected for 
the outstanding job they have done in 
retail outlets for consumer products. 


Chicago, Ill. 


USE THIS COUPON TO ORDER Your Tickers NOW! 
BME PI, BI EE, ENE ge LP 
POINT-OF-PURCHASE ADVERTISING INSTITUTE, ie. 
16 EAST 43RD STREET*NEW YORK 17,NEW YORK 


GENTLEMEN: Please send the following tickets: 

Tickets, including Luncheon ot $6.50 
each. Palmer House Grand Ballroom. My check is enclosed. 
FREE Tickets for admittance to Exhibit of Point-of-Purchase 
Displays. Good all three days — March 31, April 1 and 


a 2, 1953. 

> 3 NAME TITLE 

|) 2 COMPANY 

> = street 
, ® City. ZONE___. STATE 


OF THE POINT-OF-PURCHASE ADVERTISING INSTITUTE 
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: Leading Advertisers in Magazin i Ww 
f P f 
on “4 je 
: eading Advertisers in Magazines, Farm Magazines, Newspaper Sections: 1952 & 
oa { L 
é ‘ 
pe saapeS were compiled by pom Information Bureau for the Maga- ing brand campaigns” in the various major product classifications. Data was ob- ) 
zine ertising Bureau. They show 1952 and 1951 dollar expenditures for “lead- tained by measuring 88 magazines, 6 farm magazines and 8 newspaper sections. ' 
if 
A l 1952 1951 "4952 1951 1952 1951 4 ! 
ppare FINANCIAL Palmolive Toilet Soap ....... 659,946 516,960 | Kraft Philadelphia Cream i 
1952 1951 —. Express Travelers sen weit e Raia Lotion Shampoo ... $05,275 ("Ses 224,871 529,315 
eercecsescce eeecces * rene COeeecocoecs y . Arm rer * ‘ 
READY-TO-WEAR . man + fat e National eeant aA, ty : 232,234 . yy Toni Home Permanents pate sas 587,430 672.500. Borden oe Spreads ....... 182. 972 mH 188 : ' 
, eee eee eewnne , . o* ae '’ -#V2 > morreli Prigd@® Meats ......6 r ‘ 
van Fromage eM tic, si 497 582 595,220 “Merrill ye 5 a eo. 146,172 160,016 | Polident, Pull. Grip OE 553,775 463.705 | Morrell Pride Meats 144,500 24,7 } 
Gregor Sportswear—Men MG otssdokcess «« 145,871 TSS Ue spire tlaganaatam 548,945 472,118 BAKERY Goons OS & MISC. FOOD PRODUCTS : 
Pb apgy Rey 414.978 253,796 NBC Travelers Cheques ....... 130,545 122,043 | Sweetheart Beauty Soap ge Re 523,026 273,306 | Sealtest Ice Cream .......... 551,288 473,545 
Manhattan ‘Shiris, ete. 222: 324,911 258,342 | Bankers Trust Co. ........... 113,600 151.995 | Amm-I-Dent Chiorophyl og | ep peennee 325,306 i , 
Mart Schaffner & Marx Coats : ea 517,557 ——| Lipton Soup Mix 300,945 418,970 ‘ , 
& Selteniien .......>..- 226,810 240,315 | LIFE INSURANCE Gillette Razors, Blades ...... 488,570 513,645 | Sunshine Cookies ........... 269,673 80,265 ‘ 
Ship 'N Shore Blouses—Women 220,381 170,418 | New York Life Insurance ..... $ 1,224,290 § 779,090 | Pepsodent Toothpaste, Brush .. 483,805 27,935 | Lady Borden Ice Cream ...... 244,590 234,130 
Swansdown Coats & Suits Metropolitan Life Insurance .. . 1,179,359 —~ 1,060,276 Shadow Home Permanent .... 481,105 Nabisco Cookies a5 239,087 370,856 ‘ 
I oe chosen ia tapas 219,260 136,080 | John Hancock Mutual Life .... 711,240 619,955 Eversharp Injector Razors, ai 5s 162,720 37,501 { 
Socony Women’s Outerwear... 190,400 147,547 | Mutual Life Insurance, N. Y. 596,399 RE MEE ns aS babs oc 0s. « 450,082 273,319 | Peter Pan Peanut Butter .... 143,395 191,655 J 
Alligator Raincoats—Men iy 185,795 175,017 | Prudential Insurance Co. ...... 563.895 513,130 | Schick Electric Shaver ....... 443.870 709,080 | Krisky Crackers ay, 122,556 232,105 f 
any” 500 Coats & Suits Travelers Insurance, Life ..... 228,180 164.165 | Dial Deodorant Soap ......... 438,586 302,265 | Cheez-It Crackers .......... 112,036 87.265 P 
eS NPR re 182,256 262,463 | New England Mutual Life ..... 186,852 147,340 | ~— 4) Leer 431,183 eee a : r 
Bond Clothes—Men ......... 173,400 122,330 | Massachusetts Mutual Life... 173,680 284,530 Shampoos ............ 421,415 296,701| FOOD BEVERAGES 
Lee Work Clothes ........... 172,149 174,060 | Mutual Benefit Life ......... 172,930 taoraae | Lint Home Permanent ........ 415,864 573,475 | Pan-American Coffee Bureau 760,490 717,875 \ 
Handmacher Women’s Outerwear 157,912 179,882 | Institute of Life Insurance .... 153,209 175,358 | Clorets Chlorophyll Gum ..... : 396,921 64,220 | Nescafe Coffee we 687,565 521,189 t 
Arrow Sport Shirts—Men .... 149,560 164,441 | Northwestern Mutual Life .. |. 132,770 117/325 | Shulton Old Spice Shaving Postum Coffee Substitute ..... 564.415 200.700 ” mm * 
Pendieton  Sportswear—Men |. 127.915 96.006 ( sidlheay teem RD 365,585 PE, - Levee saaane 3821099 619.213 
Dickie’s Work Clothes ....... 117,912 79,685 | FIRE CASUALTY, OTHER INSURANCE Remington Electric Shavers ... . 359.205 318,845|A & P Coffee ............. 358,665 364,595 ; : 
Jantzen Beach & Sportswear .. 114,180 98,800 | America Fore I $ 575,800 $§ 519,205 | Suave Hair Dressing ......... 344,193 269,817 | V-8 Cocktail Vegetabie Juice 327,865 89,558 "Ss i 
Jonathan Logan Dresses ...... 111,365 96,510 | Nat'l. Board } on he 483,545 375,925 | Vitalis Hair Tonic ........... 332,485 536,254 | Tea Council 323 150 524.044 ' 
Hanes Sportswear—Men ..... 104,535 92,728 | Insurance Co. of No. America . 460, 300 362,970 | Libby's Tomato juice. ||| || 260,830 221,151 ( 
Van Heusen Sport Shirts—Men 102,155 123,000 | Mutual of Omaha ........... 428,078 84,040 MISCELLANEOUS TOILET G000 ar fan hes y : ‘ 
Liberty Mutual Insurance... .. 351,610 299,420 Ki on Saewe 676,338 1,247 Lemon ois 257.876 ¢ 
UNDERWEAR, CORSETS & ORASSIERES, 6 enam Narttord Insurance cass 314,268 288,795 Sentin th me eet tteees 554.114 ea7'900 Sanka Cote, instant eee 
seen wweneee ’ nsur: eer 1S + oo ee ee , ’ ’ 
Warner Foundations, Gras. 587,650 521,089 | Employers Mutuals 2... 262 845 330,795 a ee, eh ote ease nied Gate ides 396,129 319,475 y 
orm Brassieres ...... ’ ’ ardware EE i 242. DS SWARMS oo eee eeeeenees ’ A sree ereees . y 
Playtex Baby Pants, Dryper Pads 479\462 344,602 | State Farm Mutual Ais... Seu 212,235) Pond’s Tissues ....-.- 2... 93,535 109/444 | Suneweet Prune duice ....... 206,360 103,267 j 
e Foundations & Bras ..... ' ' eet reccse ose. a’ oO Ree Re, See nn ee eee , i i! 
Hanes Underwear—Men ...... 278,620 215,930 | Allstate Insurance Co., Auto .. . ail ase 97,175 | MEDICINES & PROPRIETARY REMEDIES Libby's yp Reore lice |. 140.172 fa3.44d j' 
Carter's Underwear—Children . 221,960 128,665 . Noxzema Medicated Cream ... 948,060 - 661,972 | uit Houre Coffee’. 164'430 196'800 4 ‘ 
Peter Pan Brassieres ......... 218.575 146,204 errses, MACHINES, FURNITURE & ACCESSORIES Bayer Aspirin Tablets ...... 887,004 1,139,249 $ & w aces offee ..... . 155.480 ' t! ‘ 
Perma-Life Foundations, Bras . 204,251 193,552 | Parker Pens ................ $ 948,594 $§ 448,346| Merck & Co., Gen'l Promotion 754,215 482,190 geal alata : 
Jockey Underwear—Men ..... 201,069 | |p» ay TREE 727.713 275,250 | Bromo-Seltzer ...... ss... 641,548 286,228 | CONFECTIONERY a 
Exquisite Form Brassieres ... 200,008 141,938 | Esterbrook Pens... 437,407 247,883 | Phillips Milk of Magnesia .... 633,110 602,764 | Vite Savers 464,010 465,565 1 
Vanity Fair Lingerie ........ 162.417 212,827 | Burroughs Accounting Machine _ 410,370 212'586 | Tums Tablets ............ 383,768 306,064 | Whitman's Chocolates... 403,269 398.230 
Jantzen Foundations, Bras... 155,670 138,019 | National Cash Register Co. .. ._ 357.147 290,870 | Lederle, Gen’! Promotion ... 582,845 411,786 | Wrigiey's Gum pita ee: 362.640 295,020 
Flexees-Flexaire Found’ns, Bras 136,033 140,917 | IBM Electric Typewriters... 341,774 259,805 | Parke, Davis & Co., Gen’! Fleer’s Bubble Gum ......... 236,671 72.720 | 
Spencer Foundations, Bras ... 134.210 151,233 | Marchant Calculating Machines . 259,235 220,040 |p PFOMA -eeeeeeereeee cree 372,880 305,430! Beech Nut Gum .......... ' 196,630 112/555 i 
Nitey Nite Sleepers—Children . 118,385 171,990 | Burroughs, Bell & Howell, Micro- "| Alka-Seltzer... --. sss. ees 567,496 391,562 | Dentyne Gum ....... 161.874 
Lovable Brassieres .......... 112,787 = 140,645 | | filming Equipment ......... 256,652 195,a25 | Setferte Antacid Ansigesic .... 330,725 469.420 | Welch's Cocoanut Bar & Mints 152/596 164,934 | 
Munsingwear Lingerie, Sleepwear 108,725 105,935 | Smith Corona Port. Typewriters 247,740 219,040 | Anacin Tablets ............. 526,009 393,863 | Brach’s Candy 139,144 124,897 } 
Monroe Calculating Machine ... 246,510 176,765 | Absorbine wr. Liniment ....... $10,172 = 481.686 | Planters Salted Peanuts |... 136,310 150,753 
FOOTWEAR Remington Rand Elec. Typewriters 245,000 212.590 | Ben Gay Analgesic .......... 376,807 350,978 ada 75: \ 
Neolite RS en a $ 340,025 $ 494,595 Edison Voicewrite MUD sc6d¢e0css 200,238 150,650 Fletcher's L..¢ ¢ha0s vos 349,496 315, 010 SOFT DRINKS ! 
Florsheim Shoes—Men ....... 326,801 323,320 Bostitch Industrial Stapler . 194,809 153,250 E. R. Squibb & Sons, Cota. ‘ola 2.042.246 1,763,237 j 
Avonite & Duflex Soles ...... 223,334 120,121 , Gen’! Prom’n ............. 291,276 404,161  Bapecideepiabraene 1'349'638 -«1'209'392 “| | 
Jarman Shoes, Boots—Men .. 209,565 187-690 | STATIONERY & MISC. PAPER GooDs Zonite Disinfectant ......... 276,387 274.873 | Csnada ‘Dry’ Ginger Ale "316.830 237.910 i 
Red Cross Shoes—.......... 202,978 69,870 | Scotch Brand Tapes .......... $ 595,454 $ 405,867 | Pepto-Bismol, Unguentine .... 251,250 «188,500 | Bens Cola tlsbee 266.465 24°50 
Kiwi Shoe Polish .........-. 185,032 227,304 | Gibson Greeting. C Cards ....... 270,935 277,855 | Campho-Phenique Antiseptic - 219,434 212,516 | Canada Dry Water |... |||. 208.770 234.493 | 
Thom McAn Shoes—Men ..... 175,785 151,665 | Moore Business Forms ...._... 214,992 180,336 Royal Crown Cola ........... 191,938 125,693 r 
Bostonian Shoes—Men ....... 152,380 128,110 | Hammermill Business Papers _. 187,981 191,625 | MEDICAL EQUIPMENT, APPLIANCES & SUPPLIES Nesbitt’s Orange Drink ...... 160,383 116,490 1 
Vitality Shoes—Women ....... 151,795 135,735 | Hallmark Greeting Cards ...... 171,882 20,575 | Kotex Sanitary Napkins ..... 1,768,258 pF NT ~~ pil earner eee 119'435 77.925 } 
Nunn-Bush Shoes—Men ...... 142,239 142,245 | Atlantic Bond Business Papers . 171,445 144175 | Tampax Tampons ............ 979, 031 848,727 eed Ge el a aaa 116110 111/400 
Enna Jettich Shoes—Women ... 141,420 126,815 | Texcel Cellophane Tape ....... 161,630 SE PN as iio is oxo ices see 654,687 704,119 | Canada Dry Quinine Water 105,031 115,099 
Naturalizer Shoes—Women .... 131,567 107,510 | Nekoosa Bond Business Papers . 112,650 97,225 | Modess Sanitary Napkins ..... 579,604 801,643 a ‘ : 
Air Step Shoes—Women ...... 126,623 155,810 Stanteré Revister Business Forms : Zenith Hearing Aid .......... 285,202 235,360 | BEER ( 
ere 108,450 27,420 | Curad Plastic Bandages ...... 243.541 20,815 | Schlitz Beer ............... 1,355, 602 1,011,380 { 
ACCESSORIES A. *. “Dick "siencii Sheets... 99,453 123,580 | Dr. Scholl’s Zino-Pads ....... 179,990 159,055 | U. S. Brewers Foundation .... 1,314,503 1,314,770 
Hickok Accessories—Men ..... $ 303,692 $ 175,610 i OR 134,609 SR SOON OE occ eceveseses: 758,395 759,485 r 
Wembley Ties ...........---- 190,350 197,070 | PUBLISHING & MEDIA Johnson's Cotton Tips ..... 131,114 152'343 | Ballantine Ale ........... 721.471 587,353 
Swank Accessories—Men ...... 187,734 64,895 | Literary Guild of America ..... § 812,979 § 527,509 |Curity Surgical Dressings... 124,755 321,259 | Miller High Life Beer ....... 657,307 614,588 
Paris Accessories—Men ....... 140,620 135,195 | Black's Readers i Serves Book ; 627,702 670,141 | Bauer & Black Elastic Pabst Blue Ribbon Beer ..... 629,459 608,199 
Lady Buxton Leather Goods ... 115,435 62,320 | Doubleday $1 Book ch ah aiys 449,955 693,779 | Stockings .......... 114,996 87,066 | Budweiser Beer ........... 373,950 287,117 1 
epee 114,758 63,328 | Bell Telephone System, Classified Sonotone Hearing Aid ....... 108.500 "680 | Rheingold Beer ............. 327.052 296,953 1 
Prince Gardner Leather Acces. . 97,805 REET ED os vers kccceess.. 402,562 245,445 = " , Carling’s Red Cap Ale ..... 221,575 248,595 r 
Wolverine Work Gloves ...... 65,998 69,373 | Wise & Co., Books ........ 345,567 416,691 | MISC. DRUGS & REMEDIES WINE 
Book-of-the-Month Club 319,722 231,350 Delafield’ | 
HATS Detective Book Club 270,175 377° Ann Delafield’s Appetite Wine Advisory Board ...... i 296,310 335,341 : 
Lee Hats & Gift Certificate . $ 149,370 $ 135,510] Book League of 10 aes 266787 | 2  ePevrearey 289,802 Martini & Rossi Vermouth |... 255.350 166,286 1 
Stetson Hats é gin | Certificate . 144,680 230,200 Better H &G ones 314,300 | ayds Reducing Candy ........ 268,315 264,922 | Roma Wines ............... 169,070 129,895 
Hat Corp. of America ........ a. aoe ee 229,807 262,090 | Dr. Parrish’s Tablets ........ 23,715 39,338 | Dubonnet witines aedieexe 124,975 160,605 
Mallory Mats 4 “'G cit Certificate 101,145 104,860 eSensaeeresooess. 221,569 406,892 Harveys | W " fi so oe 109,422 140,719 1 
hamp Hats—Men .......... : . , PH oilly Prat Vermouth ..... i , 
Dobbs Hats & Gift Certificate . 71935 83.505 esyornranene ones att ae yh pepgeg tre * 104,940 83,394 | Taylor’s Wines ....... 0. ; 96,190 67,185 
Adam Hats—Men ........... 45,189 147,690 International ss Se 8 705,565 606,375 Charles Atlas, Physical Culture 34,377 23,600 LIQUOR ( 
HOSIERY National Steel .............. 667,622 393,857 Four Roses Blended Whisky .. . 1,111,871 968,823" 
Interwoven Socks—Men ....... $ 10.08 $ 773 Conley Gan seeees oa 321168 F & Be Seerrems J Gow Wilety we: 906,462 658,990 ( 
shire Hosiery—Women .... , 90 | wusinemar van UO. ....... " ‘ oods orester Bourbon isky .. : 
tojud Hosiery—Women ...... 87,400 105,832 | Union Carbide & Carbon . 533,110 358,788 verages Old Grand-Dad Bourbon Whisky 685,355 600,335 1 
Holeproof Hosiery—Men ...... 78,660 70,204 | Republic Steel Corp. ....... 489,455 433,940 Kentucky Tavern Bourbon { 
Bur-Mil Cameo Hosiery ...... 75,645 153,645 | Alcoa Aluminum ........... 484,820 535,885 | FOOD INGREDIENTS Serene errr 680,815 619,651 r 
Pocono Sock eee 66.275 18,250 | Anaconda Copper Mining .... . 448,174 224,300 | Hunt's Tomato Sauce 1,175,856 757,628 | Early Times Bourbon Whisky .. 630,275 404,342 { 
Gotham Hosiery—Women a 53,245 83,599 Firestone Foamex ......... 434,880 412,474 Jell-O Gelatin Dessert ....... 1,105,475 434.030 Schenley Reserve Whisky ..... 629,006 718,321 { 
Dow DE on shoe khadcns 348,927 375,507 Crisco Vegetable Shortening tees 921.124 1 137,382 Canadian Club Bourbon Whisky 626,745 540,273 { 
APPAREL FABRICS & FINISHES Pillsbury Cake Mixes oe 905,605 1146.94 | Calvert Reserve Whisky ....... 618,866 588,280 
anese Fabrics Acetate Yarn. $ 634,818 $§ 610,309/| INDUSTRIAL MACHINERY, FIXTURES & ACCESSORIES | sory Vegetable Shortening , oy Lord Calvert Blended Whisky _- 583,090 604,626 1 
Sanforized Fabric Finishes— Borg Warner Indus. soos 9 107,706 § SOE | One Ora te ee: oes.020 279.920 | Old Taylor Bourbon Whishy 569,550 599,710 
| ect co rpg 534,100 390,525| Timten Roller ‘Bearing. 627,247 590,415 | nu. crerner Coke Mix ...... 741,946 763,550 | Seagram's V. 0. Whisky ..._. 564,498 497/565 
DuPont Orion Fibers in Apparel 402,115 98,990 | Allis Chalmers Mfg. Co.. Gen'l mr | Swift'ning Shortening... ..... 725,863 510,939 | Pau Yones Blended Whisky 524,160 525,474 ( 
Forstmann Fabrics—Women 315,780 313,670 Re te seen 568,801 397,806 Jell-O Pudding & Pie Filling .. 712,710 1,052,365 . , : 
DuPont Nylon Fibers in Apparel 274,435 116,090 | Goodyear Indus. Rubber Prod. 516,520 468.640 | crane Sewn Cake Wines ...... 696,466 799,592 ( 
Sanforized Fabric Finishes— Cutler-Hammer Motor Controls. 361,305 307,480 | Goig Medal Flaw. & ‘Cheerios’ oa 8629 General t 
a J gtr Rf oab-i78 +4 i Promotion Ae 318.675 nap + pe Be = a & Cheerios .. asses aao0n ‘ 
vondale Fabrics—Women .... . ‘ PE ED cesccaneses — ll A a CoC SACS S SOS , " 1 
Geren Kelt Preduvs ss... 220,780 225,200 | Black & Decker Eleciric Tous 365,742 239,945 | KAO SYPUD eee eee ees SO1-176 =: 475,674 | TOBACCO & TOBACCO PRODUCTS t 
Spun Lo Fabrics—Women .... . 208,153 191,705 | Bendix Aviation Indus. Devel. 246927 320°457 — Peseccesresscscces 479,888 131,500 | Lucky Strike Cigarets ...... 2,711,287 3,570,035 ‘ 
‘ Avisce Yorn tn Apparel Fabrics . 182 060 87,640 | Yale Mat’l. Hdlg. Equip. ..... 242:750 136 485 | poe Oe FU occ sscccess 479,275 494,155 | Camel Cigarets ............ 2,673,930 374,091 r 
Pacific Fabrics—Men ........ 149,765 140,850 | Fairbanks-Morse Engines ..... 239,755 37.876 | 4 Jemima Pancake Flour .. 469,885 543,130 | Chesterfeld. Cigarets ...... 1,819,464 1,342,695 ' 
Vicara Fibers in Apparel Fabrics 143,786 24.695 | Mazola Salad Oil ............ 464,290 445,331 | Old Gold Cigarets 1,439,920 1,700,030 r 
Acrilan a in Apparel Fabrics iA ads a Bony Tones, ges sats 458,250 349,856 — Seuss eaettsts ee 1,290,065 394.140 
ce—Women ..... “ ‘ mann Pee 7 P ‘ 
erie °°": 131082 126'661 Drugs, Toiletries Mayonnaise .............. 420,988 464,150 | Herbert Tareyton Cigarets 889,626 775,904 . 
Enka Yarns in Apparel Fabrics . 125,435 116,950 - Philip Morris Cigarets ...... 847,531 454,281 ° ) 
Millium Metal-Insulated Lining . 103,619 112,804 COSMETICS & BEAUTY AIDS CANNED & PACKAGED FOODS Marlboro Cigarets .......... 378,630 157,375 \ 
Lastex Yarns in Apparel Products 97,384 124,208 | Pond’s peateueha ice $ 1,317,437 $ 1,350,742| Campbell's Soups .......... 2,940,603 2,966,367 at = Albert Smoking as 
Julliard & Zephyroy Fabrics .. . 96,577 174,075 | Jergens oy cebabackedncke 808.896 720,120 | Del Monte Canned Fruits, Lorca DRE eee 316,046 250,685 
Miron Fabrics—Women ....... 95:928 106,030 | Avon Cosmetics ............. 659,520 BEE EE onindabcanavicse+ 999,974 687,319 Kentucky. Club Pipe Tobacco ... 250,120 199,555 < 
NOTIONS & MISC. APPAREL Yardley Perfume ............ 536,453 169,733 | Gerber's Baby Foods ........ 752,561 1,006,955 | Camel Cigarets & Prince Albert { . 
Maybelline Eye Makeup ..... 505,432 376,224 | Carnation Seeeeies Milk 2... 752,062 417,540 |, Smoking Tobacco ......... 238,430 202,735 | 
Talon Slide Fasteners ........ $ 204,019 $ 263,925 | Mennen Baby Products 354.260 104 Minute Rice 749.219 727.405 | Robert Burns Cigarillos ...... 142,500 198,865 ; 
pub ae eR 169,375 98,796 | Pond's Angel Face .......... 353.221 35144 | Dole Canned Fruits & Juices |. 728,247 498,685 | Dutch Masters Cigars ...... 128.740 112,798 ! 
Cio 103,691 36,069 a ghey Ot, Powser ... 350,711 338,250 ter lft wey A weeeeees on 892,656 | SMOKING ACCESSORIES & MISC. SMOKING MATERIALS | 
Gripper Fasteners ........... 100,411 109;690 | woods c ere 332,391 408,045 Quak y- Oat met Foods ..... 532,975 215,230 Ronson Lighters rae 362.370 201,180 
bel heverd Gees. 88'040 81090 ry Creams ........... 326,269 430,840 er Oats, her's Oats .. 491,489 261,360 | Dunhill Cigaret Holders ..... 198,467 126,570 i f 
Prims “Cover A Button” , ' Max Factor Pan-Stick ....... 302,440 70,345 | Franco- American Spaghetti .... 451,775 314,068 | A. S. R. Lighters 197,418 13,999 
Buckle Kit 77.809 67,848 Lady Esther Creams ........ 286,500 302,610 | Cling Peach Advisory Board ... 406,829 421,118 | Zippo Lighters ............. 195'585 242'525 | n 
eras aisle. bins , 248 | Geublennt Perfumes | 273. 371 99.571 | Del Monte Canned Vegetables __ 397,680 363,569 | Kayweodie Pipes... 174.625 136 980 7 
Shulton Perfumes .......... 261,630 78,162 | Heinz se Ope gcctseecees: 390,673 191,450 | Frank Medico Pipes.......... 85,059 89,067 
Business & Financial Cutex Nail Polish, Lipstick .... 251,946 78,154 | Cream of Wheat Cereal ...... 353,997 lac panei cca aniat ala , A 
Pacquins Cream, Lotion ...... 249,560 221.240 | Libby's *Cansed _ eee 349,008 336,576 | JEWELRY & WATCHES f 
PROFESSIONAL. SERVICES Sea Paces «BEE TASS enazen reas Sa Waa aoe mss ae 
uiton Prepara’ ions rt ritee 4 62,700 | ** ‘ e Beers Diamonds ........ , A ‘ 
Austin Co oe Fi _ Diherece, $ — $ rent Dorothy Gray Creams, Lotion . . 220,941 124,646 | Minute Maid Frozen Fruit Juice 187,982 11,950 | Watchmakers of Switzerland . 640,580 444,430 n 
M ovine 91'208 70275 | Selitair Makeup... 6... 218,428 101,793 | Birds Eye Frozen Foods ...... 137,520 ——== | Keepsake Diamond Rings ..... 308 716 278,411 
Mec wad Berman & TEE ; . Murine Eye Wash ............ 213,940 205,060 Birds Eye Frozen Vegetabies .. 134,030 376,055 | Artcarved Rings ............ 190,620 178,728 
Pt ve fall ; 69,428 45,096 Frostilla Lotion ........... 194,250 64,349 Hamilton Watches .......... 178,809 350,235 d 
: om pases Sen Pry} Dana pasate sired 186.608 269,448 eneew FRUITS & VEGETABLES LeCoultre Watches & Clocks .. 166,581 142,100 f 
0’ Brien & Jacobson, Patent angee Lipstick Seesecesices 185,410 34,104 wnkist Citrus Frui errr 1,041,538 683,016 | Swank Men's Jewelry TT TTTTET 143,930 222,100 
63.937 40.896 Tussy Cosmetics te Se a 183,963 99,150 | Florida Fruits & Juices ...... 824,845 737,065 | Omega Watches ........... j 120,780 105,827 | o 
be eSWeeteess ce ‘ r Johnson's Baby Lotion . ..... 183.613 264,608 | Diamond Walnuts .......... 339,390 306,500 | Girard Perregaux Watches ..... 113.372 106,749 | P 
SCHOOLS & COLLEGES Chanel Perfume .......... Y 172,840 170,291 | California Raisin Advisory | Wadsworth Watches ......... 105,600 440 
Int'l Correspondence Schools . $ 164,618 $ 127,734 | Max Factor Cosmetics ...... 159,736 DET UES Src eceunccecsetee < 117,695 36,710 | Seth Thomas Watches ..... 103,950 89,580 d 
National A ren 151.018 Campana Magic Touch Makeup . 157,014 158,519 | United Fruit Co. ............ 106,150 204,078 optical Goons y 
LaSalle U ea . 
Gatlensd Gchesls ........ moss 91.967 79'579 PERSONAL HYGIENE & WEALTH FRESH MEAT, poutray, FISH & DAIRY pRonucts soa | Ray-Ban Son Gia ERE 72.064 58,317 ; 
U. S. School of Music ........ 80,633 77,541 | Listerine Antiseptic—Oral $ 1,373,360 $ 1,677,316 American Meat Institute .... 1,566,057 a i eee "*" sy'oep eae N f 
Famous Artists Course ....... 74,286 66.263 Colgate Dental Cream ....... 1,321,585 1,254,439 | Kraft Cheese ............... 1,066,023 138" 2ag | Bett Gien teesiees Yee a7 610 
Lustre Creme Shampoo ..... 1,320,118 —«1,437,278| American Dairy Assn. ....._. 783,710 446,084 | j ve Syomess Tissues . 300 51,635 u 
COMMUNICATIONS & PUBLIC UTILITIES Colgate Chiorophyl! Toothpaste . 1,094,609 Swift’s Premium Chicken 485,704 338 393 | National Optics Co., Rayex t 
‘ Bell Teleghone System = $ 2,361,449 $ 2,050,762 Cashmere Bouquet Soap ..... 1,006,379 1,041,394 Borden's Cheese ............ Oe sR as onthe. 

Ce Western Electric Telephone Equip. "924,310 “791,485. lana Toothpaste 02... 21 993,429 1,349,892 | Swift's Premium Bacon... eee: —— v 
American Gas Assn. .......... 734,120 636,349 Halo Shampoo ..........._. 946.545 £10,173 Swift's Premium Ham .....__ 374,151 220,501 | CAMERAS & PHOTOGRAPHIC SUPPLIES an, d 
Electric Light & Power Cos. .. 709,747 416,170 | Lux Toilet Soap |. 805,123 799,062 Swift's Brookfield Dairy Food : 291,240 243,820 | Eastman Kodak Cameras 
Western Union Telegraph ..... 305,420 316,395 Palmolive Soap, Vel ....._.. 764,940 937,550 Reddi-Wip Whi Cream . , ant c c 

p_ Whipping 287,310 305,448 ID. 0g sbdetabahteysers 973,148 467,579 
Philadelphia Electric Co., ..... 164,413 154,695 | Ivory Bar Soap... 737,325 878,820 | Borden's Stariac Dry Yb Rrerregengy 607,722 548.305 r 
Gulf South ...ie..eee Frcune 135,260 120,935 Camay Seep ................ 710,075 626,935! Mik Solid .............. 253,379 378,698 A Kodak Cameras ...... 520,540 566,735 
a “ake * f “ a 4 7 sf e nee i ; ABA e ies 
2 > z . ra t ait che fie 


Sth os Rites 7 SAS ey ee tS ‘ ee Pee see’ wees Robie Bi eee, ee ae i” ew haute? hs MW eee § ae gg Vie site eae Fae Aaa, De te Bay ee Re ee 2 pice |S saclaalen mpl ade assy oe Ge ei ee i ree, ae fee et fom Bic a area 
te Ee oO ER ee ae ‘ rich Soe eee ees sae ia 8 Per Scr BEE A ata eee Me ete Goatees Si aeetr CPi ae eR nee rp es Wee sn Se enh Sd torr eet leek mae ee Tatas, Seed 
Seibert = AS igre eee yi Ue et rae sagebeiy Seis To “e os eee at ha RAS oe ae NS ey aby ae Sth Riise EN Vhs oo fa gs ie mee os Sees We Se NG RT a ett ae ae ae team veh pow es Reet 
rep ee Reg alek Rate ot gies MRC faeces Re ager pee er re ed OE) Gi Sel) Se Meets ss 2 de AMR oe a Peon ces, an ale) 2 eae FROM Be coger 
ee i Geer pee Seas | ache anor. ee WAG bet ic 3 Noheely ag Rly ares See rare sins Wr ernment Ss Tee amie Se has lie Sei ei re eae er Laas bas i Mis oe eo ey ey ae athe ao oe . 
co ae ee , 4 sees ies tar ie ae SK aie ee eee | ee Soe ae Oe alee ee Stee : aim fs ta ae he q : : ie alee See 
ae ger eA sate ap ne Le at Ss See ra ra a 2h Joe des % 3 Bens es ¥ o Yaaoate-g os A es ret 2 
Peed o> Sale = : = os AGO 5 Sia : eee ee Peas eo? . 2 ! Aa Coe - a Sh pie peated HF of be ate a a a Boo, We i ees eae : eae! Sosa hes ease 
etd ee 5 “ hy Tea : eS E = es mith A mgs eae f- Br bree sb are oy ee Tee, he so ‘ Re aT oe eS a oc) ee a ee Eee 
eect eae aie cen ; s ‘ 2 . : : ee ‘ : . ee sate A vias a : ig ee ae ae pare = se Z 
tad 3 Sy oe " clea iaaie — - 
ae ae A 
eee ei 
‘ ty 
: il 
| 
J 
i 
y 
ace 
ee 
ae 
ata 
ee 
‘4 sds: 
i 
wig 
Ee 
Be se 
2 eerie 
i= 
3 
is 
teen 
ow 
seit 
Suan 
ieee 
ees 
ec 
pte 
BP AL 
OS ets a 
Pri 
: 
a 
ae 
oe 
a 
= 
ae 
am 
ee 
Sie 
ea 


NOMOoCSoY AUG AG VRSOSOOUrYN 


Cowon ooU 2YKrooR 


vuscom 


{ 


1951 i sge 7 
Argus Cameras ing co 272,698 228,715 Advertising Volume by Product Classifications Hudson Passenger Cars ........ 668.228 470.360 
secccecs ’ 95 _ De Soto Passenger Cars ....... 647,777 475,943 
Argus Cameras & Projectors 613,270 _-__ an 
Cotman Kodak Photo ial pera 1952 d 1951 COMMERCIAL TRUCKS & VEHICLES 5: ie 
Mr Rie eis es 655 mas . et Tr ‘ 
Stereo-Realist Camera’ & Viewer ‘aus 86,385 in Magazines, Farm Magazines, Newspaper Sections GMC Trucks 315.510 = 398,099 
Qinsco Cameras ee. 110,522 — Measured by PIB for the Magazine Advertising Bureau al he EES = 20m as 
Pro reek cieis 101,670 92,771 a982 le a ae : e 
ENTERTAINMENT & AMUSEMENT APPAREL | — eed | ~~ er 
M-G-M Pictures ............ 512, 43,565 | Ready-to-Wear ............. $15,514,994 $15,325,580 GENERAL ae : 294,942 $ 264,753 
“Hans Christian Andersen’ 146.955 ———| Underwear, Corsets, Bras... .- 9,095,671 9,182,066 Tobacco & Products ........ $15,027 $14,472,278 | Ferguson Tractors, Ferguson System ; 
Dia... 140335 BMI a ccace cosivt dance 8,411,516 8,410,112 Smoking Accessories, Etc. || 1,555,736 1,431; 184, 
“The Snows of Kil ‘, A , 908 | J . .555, 1,431,857 | Implements ............... 1,891 305 
Pw das a manjaro ed puma’ | ~~ pebdbaa teenie byte 4 a aD Ootlead ‘= beacwats arrears 5.908.708 McCormick Farmall Tractor, McCormick pormpaat 
World, in Mis Arms" cleidieni 122,905 — Hosiery Cabics ‘Blodibay 862,549 Pet Cameras, Photo, Sunpies se aoe =, 3645291 LS ee “pee k 
7 inute to Zero” ....... 1 ——— | Apparel Fabrics, Finishes ..... 7,627, . ertainment, Amusement 5,192,056 5,280, a Pee oer 250,605 262,872 
en A abated ree | —— | Notions, Misc. Goods ......... 1,192,463 anscnterd | one & Toys pees 6,478,833 tana larks Tractors, 
voptsehbeanyt the pirat” 2. eed | pes $ 2,320,541 $ 2,045,699, Retail, Direct by Mali.) 15,229,516 oe eT ees 
“The Wild North” .......... 96,470 —— | Eirools & Colleges i Uti ce eee 3,361,035 3,068,316, HOME & BUILDING ne la Uifequard Safety 
SPORTING GOODS & TOYS Financial .................. 2ATL233 1. 712'870 | china, Glass & Silver ........ $ 4,966,030 $ 6,601,625| Tube .......-...+20+--:: $ 1,478,263 aod 
Chris-Craft Motor Boats ...... 291,650 -:157,539| Life Insurance... ss. 51906357 4.911.443 Flom “Cryerigg TU 8,126,014 8,252,770 | Firestone Tires—Car & Truck . . 718,022 397,280 
Johnson Outboard Motors... 286,363 219903 | Fire, Casualty, Other ins... 5,487,049 4,270,753 Howseh'd Fenves’ ‘Finishes 7,071.7 6,821,732 | Goodyear Tires—Car & Truck .. 680,689 = 1,443,581 
Evinrude Outboard Motors .... 279,702 156,558 | Office Machines, Furniture... 11,344,725 10,116,657 Major Applimacs’ uusnes 7,031,114 7,079,278 | General Tires—Car & Truck .... 556,138 585,782 
Remington Rifles & Ammunition 202'855 186,456 | Stationery, Misc. Paper ...... 3'231,090 2,513,800 Other Arnliames Euig 19,963,101 21,030,821 | B. F. Goodrich Tires—Car & 
Lionel Trains & Accessories ... 188,482 160,173 | Publishing & Media ........ B.215.024 8,320,446 | Homeh'G Acro mete 7 268,914 TTS, 548] | Truth was ess na seece ness pind 410,588 
Mercury Outboard Motor ..._. 150.963 134,179 | Mfrs.’ Materials. Suppi 1 203.113 nou ceessories, Etc 10,526,913 8,158,246 | U. S. Royal Tires—Car & Truck 415,827 929 
Winchester Rifles 126,758 95/055 | Industrial Machinery. Etc... ie7e13a1 — 12/088704 Radios, TV Sets, Phonogr. .... 9,386,576 9,774,891 | Kelly-Springfield Tires—Car & 
U.S. R OS wesuce : . cg ata . erie adios, TV Sets, Phonogr SEE ash ce epkadensctave 360.530 347,820 
BD RP TY <4 107,260 | DRUGS & TOILETRIES SN - dhidics «ce .s.. 650,001 405,041 | Atlas Tires—Car & Truck... 330,980 332,250 
Browning Firearms .......... 99/809 56.969 | Cosmetics; Beauty Aids ...... $15,731,442 $15,034,680 Phonograph Records ......... 379,981 617,943 
Spalding Golf Equipment |||. 99/610 70.025 | Personal Hygiene: ahaa 36,117,066 33,437,771 | Musical Instrument .......... 887,598 880,593 | AUTOMOTIVE ACCESSORIES, EQUIPMENT & 
Acushnet Golf Balls ........_ 97108 97115 | Misc. Toilet Goods ........... 2,000,660 2,393,191 | Soaps & Detergents ........ 6,132,855 7,533,446| MISCELLANEOUS 
; 1198] | Medicines; Prop. Remedies .... 14,859,632 12,567,888 | Cleansing Compounds ..... 3,234,377 2,873,440 | Champion Spark Plugs $ 1,336,938 $§ 1,211,234 
Coleman Portable Stoves & , ~ Med. Equipment, etc. ........ 6,424,468 6,362,237 | Polishes, Laundry Preps. ...... 4,018,510 4,529,148 | AC Spark Plugs ....... 567,069 346,900 
Floodlight Lantern 91,419 39,445 | Mise. Drugs & Remedies ...... 680,883 390,014 | Building Materials .......... 6,869,766 6,285,257 | Timken Axles ....... 543,239 386,979 
Congress Playing Cards |... "490 119'715 | Physical Culture ............ 225,391 162,143 | Equipment, Fixtures, Etc. ..... 15,956,377 13,504,053| AC Oil Filter ...... 371.240 183,090 
greens aneeus FOODS & BEVERAGES Protective Coatings .......... 5,288,173 5,033,459 | Auto-Lite Spark Plugs 341,962 a 
Ken-L-Ration Dog Food ...... 600,424 584,814 | Food Ingredients ............ $28,486,310 $26,686,133 TRANSPORTATION & AGRICULTURE ached phgiocesate wecnse — ; 
Pard Dog Food ...-...00... 592,215 201,842 Canned & Packaged Foods... 22,421,545 21,564,173 Passenger Cars, wahicles . $24,867,447 $21,150,113] GASOLINE & OIL (TRANSPORTATION) 
aines Vog Meal ............. Y 183 | Frozen FOOGS ........ eee ecee " ’ m » wencies ...... . a 
Red Heart Dos cr oe 373,655 Sean Fresh Fruits & Vegetables .... 2,695,879 2,200,593 Tractors ee is bak — ra teeas 2208 658 at ee Be. 1,299,025 § 1,297,082 
— ina... 368 437 324213 | Fresh Meat, Fish, etc. ....... 8,110,499 8,193,994 Tires & Tubes... 7,889,599  _6.517.710| Ethy! Antiknock Compound .... 869,121 1,031,445 
Samsonite Luggage .......... 360.935 267,496 | Bakery Goods & Mise. Foods ... 3,824,521 4,762,961 | Auto Accessories, Misc. ...... 11,452,649 10,491,590] Mobilgas Gasoline ........... 626,879 590,654 
Sergeant's Dog Care Products 350,575 359.101 | Food a in ea 7,257,077 7,424,146 Gasoline & Oil (Trans.) ...... 10,341,315 9,302,146 | Texas Co., General Promotion .. §11,271 201,175 
Puss 'N Boots Cat Food ...... 321.969 269,84] | Confectionery ............... 3,811,211 3,431,229 Private & Comm’! Planes .... 3,151,243 1,915,512 | Mobiloil Motor Oi! ........... 489,102 266, 
Milk Bone Dog Biscuits ...... 266,196 229,231 | Soft Drinks ................ 5,394,158 4,626,194 Transportation Facilities ...... 14,724,787 12,500,797 | Texaco Fire Chief Gasoline . 482,035 348, 
ee | sear Agents onan +l eee eee 6608.18 $e ie ppc te Lae Accom. ...... eet 5,168,198 | Veedol Motor a Ma seagssnss aee'aas sox'eae 
ST +hcWeeewee6ae-ees es \ Ly FUME eee eee eee e een erees +939, 507, griculture, Farming . 215,73. 5,109,395 | Texaco Havoline 0 v0ee ’ , 
ee ¢ ay gy! paerenss 613 FR er ren 21,958,740 23,715,831 | Horticulture ............... 3,917,456 3,467,991 Texaco sty yom! Gasoline ivan aerate 4 
rd Co., Agents uaker State Motor Oli ....... ° 5 
Decale lida dahas ss 207,101 140,553 Pennzoil Motor Oil .......... 145 370,985 
Rock of Ages Monument ...... 133,942 143,124 
2 1 1952 1951 | LUBRICANTS 
RETAIL & DIRECT BY MAIL HOUSEHOLD ACCESSORIES & MISC. SUPPLIES Sta-Flo St Seem Letrtention Survise 
Rexall Drug Stores... 396-004 774426 | Scottisue Toilet Tisue ..... $ 623.323 § 540,683 Blu White Flakes 22S) Tego 120k | gE pet cccesanes++ S$ SSBM99 $399,528 
a a ees | RCO eee ’ , aniey Home Parties ......... x " | Joh P - - 
Sg 335555 Be aEy | Zut-Rite Waxed Paper ©2222. 402,733 mewn a ee 
. . eo e888 ’ , rex ook Gl Lee . Jae | SVSEUENG MAIGNIALS 3} |  . _.. | NS owe Sverre 2 0609 8 . ’ 
Lord & Taylor... 0000 273.975 -247.410| Revere ‘Cooking Utensils... 370.154 302,041 | Gold Bond Insulation, Paints .. $ 375,325 $  292,742| Shell Industrial Lubricants 159,780 10 
Hecht’s te Eda 511 665 178'131 Wearever Cooking Utensils .... 324,050 : | National Homes Prefabricated 320,356 166,023 
’ . Waxtex Waxed Paper ......... 371 37,721 Weyerhaeuser Timber Co. ..... 239,670 PRIVATE & COMMERCIAL PLANES 
| : a Page Es evden vee 168,570 red ~ Weldwood Plywood—Home .... 186.714 207,018 | United Aircraft, Gen’! 776.260 $ 487,061 
eta ee 303 | RADIOS, TV SETS, RADIO-PHONOGRAPHS & PHONOGRAPHS | Portland Cement Assn.—Home . 145, eG) es ay RE oe eneasyrs asic ' 
Grayson-Robinson Stores ..... 149,385 173,456 Motorola Televisi | Portland Cement Assn.— Douglas Aircraft, Gen’! 
R. H. Macy & Co 54'003 orola Television Sets ...... $ 804,010 $ 481,185) ‘ . 547 
. H. Macy beer ee eeeee . ’ Phileo Television Sets ........ 560, Pe eS Perr ee 142,100 141,125}, Promotion ......--..+++- of 732,829 732 
Abraham & Stroms .......... 137,538 083 RCA Victor Television Sets... . 492,493 453,383 | Aladdin Readi-Cut Construction . 140,545 PS] Pe aay Fn RRR 74 one 
: Sylvania Television Sets ....... 464,192 497,284 | West Coast Wood-Home . . . .... 1684 See oe, are cones feces: 
Home & Buildin Admiral TV Sets, Combinations . 455,911 478,797 | Johns-Manville Roofing, Siding . 131,055 71,915 | Convair Aircraft ........+...- 202,420 196,444 
CHINA, GLASS & SILVER —_ ae : dsvesess 404,1 137,315 | EQUIPMENT, FIXTURES & SYSTEMS TRANSPORTATION FACILITIES 
Community Silverplate ...... 589. $ 901,029 eneral Electric ae 362,31 270 | Honeywell Controls—Home .... $ 483,515 § 397,715| American Airlines—Passenger .. $ 884,428 § ll 
International Sterling Siiver 477 663.464 Admiral Television Sets ....... 357,224 199,302 Pittsburgh Plate Glass—H 461.290 3 Sante Fe Railway—Passenger . . 800,120 765,653 
Wallace Sterling Silver ....... 385,685 509,971 | ga: oy Toston ects" |.. 583°740 121910 | American Standard Plumbing... 445,055 313.425 TWA Airlines—Passenger .... 783,175 747,160 
Gorham Sterling Silverware |... 295,944 453,040 | Westinghouse Television Sets .. a7 121,910 | american Standard Heating & Air Greyhound Buslines-—Passenger . 749,698 690,165 
Towle Sterling Silver ......... 292,285 337,645 | Magnavox Television Sets ..... 262,550 , Conditioning .............. 415,065 505,744 | Pullman Passenger Service .... 721,510 655, 
FURNITURE RADIO, TELEVISION & PHONOGRAPH SUPPLIES ky. .  ~ Re STAG = 261,000 | Deen of American Ralirende— ae 
Lane Cedar Chest ........... ' 011 |G. E. Radio & TV Tubes ..... 146,285 ened We rete 
Benutyrest, Mattresies * Garges *  Go1'359| Teleron TV Wave Traps... * "se5a0 ° conta ad tscidisnhte'é tihiqurete UM I: ee ee 
Wide-A-Bed cgendeesersssees 430,090 340,540 Sylvania Radio & TV Tubes . 78,650 66,900 | "industrial .........-.... 280,551 276,875| Passenger .........00eeeee 490,030 443,907 
Drexel Furniture ............ BBR 0 Yh ge ge ee me 198,545 | PROTECTIVE COATINGS & FINISHES RESORT & TRAVEL ACCOMMODATIONS 6 | 
Heywood-Wakefield’ Furniture sees (219/528 peenee Records eee... 71,333 192,55 “See ce, ...:, $ 696,190 $ 638,399 Cenegian ‘Gevernmeni, ‘Rewri 
eee Gaeamens ren’s Record Guild ....... 65, i Pittsburgh Paints—Home ...... 532.863 SIO. TEO) PIO vv creacccccesensses 463.445 454,080 
Mentite Gieare & Wille ...... $ 904,243 §$ 788,578 MUSICAL INSTRUMENTS $ sms eee Paints— on saiee a --2 Travel Center, Resort 287.985 175,174 
Armstrong's Floors .......-.. 787,530 ST Tb pe mange: i lll dae ’ , ar guaapesamenseser s+ ; “National Tourist Office. ; i 
DO ka” Pee f ‘ DuPont Paints—Home ....... 333,085 French National Tourist Office, 
Gold Seal Floors =<. 6... 689,766 147,855 | Writer" Pianos peieas cee vite, —s- as'777| Soree Satin Palnts—Home 259575 436, Resort Promotion .......... 272,725 «286,783 
_ A leavers Rugs, 656 425,383 Dutch Boy Paints—Home ..... 253,305 242,700 | Mexico Resort Promotion ...... 215.514 156,586 
an" :. asessensecteesere ery 383 | Soap & DETERGENTS $ 1.7200 § 2,762.287 Devoe. Calate—Home Ae 194,180 222,380 — Cailfornia Resort 185,901 156.522 
Duz Granulated Soap ......... "477,003" 444,953 | pust-Oleum Rust Preventive |... 140710 see aee | Mawall Resort Promotion’... 180,025 170.490 
HOUSEHOLD FABRICS & FINISHES og o70 §  772,171| SY Liguld Sudemater 445,712 263,005 ’ 485 | Bermuda Resort Promotion 140,607 101,258 
Peer ‘ ian ee Tet / ‘ eae ‘ 
heen seat 388585 Felto All Purpose Gtervent <<: 368.50 344.947 Transportation & Agriculture [jit fsa: Pom Taal “26000 
eae ’ 4 | Dr PT $cnesinoneoee 366,982 607,162 
General ‘Electric ‘Biankets "<.- 333,635 170,000 fe +10. tant Ford Passenger Cars'.------- $ 1,883,414 § 1,555,252| taderle, Drugs & Remevies $$ «S5L.496 $318,846 
MAJOR APPLIANCES Fels Naptha Soap ............ 267 360 572,064 | Buick Passenger Cars ......... 1,669,417 2,520,410 | Pfizer Livestock Drugs ....... 279,668 
Singer Sewing Center ........ $ 834,697 $ 874,348| Vel Suds ........0.0000000 Sunees «60 «sa, pe) "806 Deir So, Cone Pore}, ta, —, -P yy OT 
Frigidaire Refrigerators ....... ‘821 522.395 | romotion ..... sett eee eee ’ " y lis Chalmers Crop Machinery . ' , 
Gurl Eucreactioitrs.——-S9PS8S | 1.080848 CLEANSING COMPOUNDS ganas lr Gigi Prom<'? GORGE ASEM New te Comeaoaeer nes ee 
Youngstown Kitchens ......... fy BB” ibe y be Fee rer 20 | plymouth Passenger Cars... 1,354,538 1,023,804| De Laval Milking Equipment .. 167,049 385 
General Electric Irons ........ 538,147 516.855 S. 0. $ i aencgneds 423,225 473,881 
Lewyt Vacuum Cleaner 520 467,461 | Brillo Cleanser Pads .......... 421,287 362,700 Chevrolet Passenger By ad becom 1,188,682 1,125,583 | McCulloch Power Chain Saw ... 164,380 
ceed ssoge gf Pr SAA : / 5 , , Chrysler Passenger Cars ...... 1,124,645 575,103 | Oliver Crop Machinery ........ 153,710 83,720 
Serve! Refrigerator & Refrigett 507,332 477,698 Old Dutch Cleanser .......... 378.1 458.895 ! 
Maytag Washers 93/336 530.911 | Sani-Flush Disinfectant ... 253.769 274.824 | Dodge Passenger Cars ........ 1,066,815 1,483,118 | Wyeth Remedies & Vaccines .. 149,799 118,580 
Caloric Gas Range gives “ilelle ated 3716 495.545 Ajax Cleanser ............... 234.500 203,000 Oldsmobile Passenger Cars .... 1,056,631 988, 
Westinghouse Refrigerators... . 455,213 $91, 456| Gon Amd ............000c0c. 180,850 ae S7isot 4 t'gsn'oae | Pre hbeeeoh Gell 
Kelvinator Refrigerator ....... 425,5 327,380 ww May. Ady TEES ‘one’ ree Venere rid 
POLISHES & LAUNDRY PREPARATIONS Pontiac Passenger Cars ........ 936,096 13, se ane AR 3 Mearade aa $ 096 $ 645,494 
OTHER APPLIANCES & EQUIPMENT Clorox Bleaches ............. $ 748.472 $ 642,187) Willys Passenger Cars... 927,811 882,523| Monta Mowers .............. 158,149 157,140 
General Electric Lamps ..... $ 633,350 $ 729,075| 0-Cedar Dri-Glo ............. 378,790 433,694 | Cadillac Passenger Cars ....... _ 858,773 510,968 | Stark Brothers Nursery Stock —. 122,008 118,896 
CE MED psec ccecccas 558,245 465,650 | Linit Starch ............... 360,122 198,114 | Lincoln Passenger Cars ........ 806, 386,010 | Simplicity Garden Tractors .... 102,515 55,890 
Sunbeam Mixmaster ......... 398,882 431,091 | Gold Seal Glass Wax .......... 304,970 218,855 | Packard Passenger Cars ....... 789,321 779, Toro Power Mowers .......... 102,258 71,665 
Toastmaster Toaster .......... 352,295 247,228 | 20 Mule Team Borax ......... 205,831 147,175 | Chrysler Corp., General Reo Hand & Power Mowers .... 101,775 101,589 
Westinghouse Lamps ......... 343,360 389,645 | Satina Starch ............... 205, ‘ MN bpntotédst<ds cee 679,974 709,550 | Swan Garden Hose ........... 220 48,603 
, q iS ive | 


Actors Get More for Re-use of TV Films 


New York, Feb. 27—The Screen 
Actors Guild will end its three- 
month strike against producers of 
TV film commercials and the 
American Assn. of Advertising 
Agencies March 2 if its contract 
terms are approved at membership 
meetings this weekend. 

Terms of the agreement, the in- 
dustry’s first contract covering 
film commercials, for use as spots 
or on programs, have been ap- 
proved by the union’s board of 
directors and the Film Producers 
Assn. of New York. 

Specific standards are set up 
for payment to actors for repeated 
use of their work on TV. This was 
the issue which precipitated the 


The contract calls for: 
1. A $70 minimum production 
payment to actors “on camera” for 


each filmed video commercial de- | $70 for Class C campaigns during | 
livered to an advertiser or his'a 13-week period. 


agency by the producer. 


s 2. Minimum use payments for ies each for use payment classifi- 


on-camera acting on film commer- 
cials aired in programs: 
Class A (more than 20 cities), 


$70 once; $50 each individual re- A 


use; guaranteed payment for three 
uses prior to first use, $150 (this 
protects actors who contract for 


a spot to be used at least three 


‘times if the announcement turns 
/out poorly and the advertiser de- 
cides not to run it more than 


work stoppage. However, the “pro-| once); eight uses, $350; a maxi- 


duction payment” to actors will be 
credited against the 
ments” due him. 


|'mum of $650 to an actor for any 
“use pay- | 13-week period. | 
Class B (six to 20 cities), $140 uses and carry program rates.” | 


cities), $105 for 13 weeks. 


s 3. Minimum use payments for | 
on-camera acting for each film 
spot announcement ranges from | 
$140 for Class A station lineups to | 


4. New York, Chicago and Los) 


Angeles are counted as seven cit-| 


| 


cation; if any combination of two} 


The Pal products division of Reo 
Motors Inc., Michigan City, Ind., 
has named William Hart Adler 
Inc., Chicago, to handle its adver- 
tising. The Adler agency already 
handles advertising for Reo’s 
trucks division and its power lawn 
mower division. Reo’s advertising 
program this year includes color 
pages in Life and The Saturday 
Evening Post as well as trade and 
business publications and 24-sheet 
posters. Direct mail will be used 


_of these is scheduled, the classifi- | also. 


cation automatically becomes Class | 


The contract defines spot an-| 
nouncements as “commercials| 


| Freyberg Named Panellit A. M. 


Panellit Inc., Chicago engineer 
and builder of control systems, 


broadcast by non-interconnected panelboards and panelgraphs, has 
single stations and used independ- | appointed J. C. Freyberg advertis- 


| 


ently of any program or used on) 
local participating programs avail-| 
able to more than one advertiser | 
but not ‘sponsored’ by any adver- 
tiser. All other uses of a commer- 
cial are deemed to be program 


| 


j 


ing manager of the company and 
of its two associated companies, 
Panalarm Products Inc. and Pan- 


_ascan Inc. Mr. Freyberg formerly | 
| was associated with Wheelco In-| store in Burnaby, B.C., and sub- 


Ad Head, Expands Promotion 
Edgewater Steel Co., Pittsburgh, 


‘has appointed Richard A. Coffin 


advertising and sales promotion 
manager for Tracy kitchen prod- 
ucts and plans an expanded budget 
for 1953. Mr. Coffin formerly was 
president of Sigwald Engineering 
Co., Minneapolis. 

The expanded promotion, begin- 
ning in March, includes American 
Home, Better Homes & Gardens, 
Better Living, Good Housekeeping, 
Home Modernization, Parents’ 
Magazine and Small Homes Guide. 
Kammann-Mahan, Cincinnati, is 
the agency. 


Simpson, Sears Expands 
Si:npson, Sears Ltd. will build a 
large department store in Hamil- 
ton, Ont., as part of a $22,000,000 
expansion program. The program 
includes building a department 


struments Co., Chicago, in sales,| stantial enlargements to mail or- 


sales promotion 
positions. 


and advertising | der buildings in Halifax, Toronto, 


Regina and Vancouver. 
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Oneida Pushes Four 
Brands of Silverware 
Oneida Ltd., Oneida, N. Y., will 


run four campaigns this year to) 


promote its branded lines of sil- 
verware. In all, 19 consumer pub- 
lications will be used, through the 
company’s two agencies, Batten, 
Barton, Durstine & Osborn and J. 
Walter Thompson Co. Majority 
of insertions for Community sil- 
verplate are in preferred positions, 
illustrating the theme “She’s in 


DERUS ASSOCIATES 


The Leader in Rapid Production 
and Effective Distribution of 
Radio Releases and News Mats 


Home Office 
420 N. MICHIGAN 
CHICAGO 11 
Phone SUperior 7-4360 


love... 
ty.” Wedding 
for Community sterling and place- 
|setting ads for Heirloom sterling. 
For 1881 Rogers Silverplate, pages 
will display a 66-piece service for 
eight. 

Running through June, _ the 
schedule includes American Home, 
American Magazine, Bride’s Mag- 

zine, Charm, Cosmopolitan, Glam- 

our, Good Housekeeping, Guide 
|for the Bride, Harper’s Bazaar, 
House & Garden, House Beautiful, 
Household, Ladies’ Home Journal, 
Life, Living for Young Homemak- 
ers, Mademoiselle, Modern Bride. 
Redbook and Vogue. 


To Northwest Advertising 
Fabri-Valve Co. of America, 
|Portiland, Ore., manufacturer of 
‘lightweight and _ custom-built 
|valves, has appointed Northwest 
| Advertising, Portland, to handle 
| its advertising. 
Rickard Elects Sharman 
Howard H. Sharman, media and 
| Tesearch director for Rickard & 
|Co., New York agency, has been 
elected executive v.p. 


and she loves Communi- | 
scenes will be used | 


NEW PRODUCT—Snow Crop Marketers, New York, will introduce chicken parts to 

its line of frozen food products about March 15. The new products will be packed 

so that each carton of chicken pieces will weigh 12 ounces and livers will weigh 
eight ounces. Maxon Inc., New York, is the Snow Crop agency. 
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|Gilmour Appoints Waters 
Norman D. Waters & Associates, 
New York, has been named to 
handle advertising and promotion 
of Glen Rossie Scotch whisky by 
Duncan Gilmour & Co., Philadel- 
phia. Newspaper advertising will 
be limited to the New York area 
and insertions will run in Cue an 
|\the New Yorker. é 


Ginsberg Names Levine Inc. 

| Ginsberg & Bros., New York, 
| manufacturer of Queen Make fash- 
ions, has named Mervin & Jesse 
| Levine Inc. to direct its advertis- 
ing. Initial plans include maga- 
|zines, business publications and 
and direct mail. Shadea Inc., New 
York, previously handled the ac- 
count. 


Names Irving ]. Rosenbloom 
Gardex Inc., Michigan City, 
Ind., manufacturer of garden tools, 
j|has appointed Irving J. Rosen- 
| bloom Advertising, Chicago, to 
handle its advertising. A program 
including trade publications, di- 


Last Word in Drug Store Merchandising 
Demonstrated in McKesson’‘s Model Store 


CLEVELAND, Feb. 24—McKesson | center section here is a wrapping are 
& Robbins has set up a 20’ by 60’| counter over a glass-enclosed dis- iti 
model drug store here to demon- play of lipstick and rouge. 


strate good drug merchandising. 


The model, which emphasizes self-selector units arranged in eight 


new techniques in open display 


and self-selection, has a 21” self-| 


selector unit which can display 
4,418 separate items. 

A feature of the model is a new 
pharmacy department merchan- 
dising unit designed to coax im- 
pulse buying of sickroom supplies 
and prescription accessories. 

The arrangement, according to 
H.C. Nolen, v.p. in charge of drug 
merchandising, gives “an ideal 
visual-front section where items 
seldom before merchandised can 
be displayed in their logical set- 


ting instead of being stored away 


in a remote part of the store.” 


s Mr. Nolen said the merchandis- 
er displays 1,134 professional 
items in five sectionalized units, 
each 30” wide and 34” deep. Each 
unit has a series of upright dis- 
play shelves, horizontal display 
cases, and floor level display cab- 
inets with sliding glass doors. 
Lighted signs identify different 
departments into which the mer- 
chandise is grouped. 

A special cosmetic counter, hold- 
ing 1,095 items, is designed like 


the pharmacy merchandiser. The |N, J 


} 
| 


|and first aid. {HH Z 
a a | = 


rect mail and television is being 
planned. 


Then there are open displays in 


big-volume departments for quick il} 
moving items like baby needs, | 
vitamins, cough and cold relievers } 


The model was set up as part of | TT Ceol 
McKesson’s new modernization ae 

service to retail druggists. This 
service, according to Mr. Nolen, is 
aimed at helping druggists meet 
competition from other retail out- 
lets and “keeping the drug busi- 
ness in the drug store.” 


Fisherman Press Promotes 2 


Fisherman Press Inc., New York 
publisher of the Fisherman Mag- 
azine, has elected Robert Mc- 
Henry, advertising director, to the 
board. Frank Ware, a_ director, 
circulation manager and eastern 
advertising representative, has 
been elected general manager and 
treasurer. 


Where are your new 
‘53 customers? 


customers. 


Tushingham Joins ‘Observer’ 


Robert E. Tushingham has been 
appointed retail advertising direc- 
tor of the Observer, Charlotte, N. 
C., succeeding Ed Scott, who has 
resigned. Mr. Tushingham former- 
ly was classified advertising man- 
ager of the Courier-Post, Camden, 


lustrated your products. 


sell in one thrifty operation. 
It’s as simple as this: 


If you sent 62,000 questionnaires 
to your best prospects in all kinds 
of industries you could expect some 
interesting leads from potential 


But they couldn’t answer intelli- 
gently unless you described and il- 


And the best way to answer a prod- 
uct question is with buying action. 
That’s how Industrial Equipment 
News explores, locates, and helps to 


It’s Safer- 


when it's done 
with Skill and Experience 


Ask any ad production executive. In a spot 
demanding the planning ability of a five star 
general, the timing accuracy of a control tower 
operator and the tact of a diplomat, second 
guessing is fatal. Suppliers are retained on 
proven ability to deliver in both emergencies 
and normal times—with intelligent action, skill 
and experience ... It’s not surprising that pro- | 
duction orders specifying ‘‘engravings by | 
ROGERS” increase in number year after year. — 


om, GR. AY 1 MG) 
es et eS? i aR Oe 


Waster Craftsmen of Photo-Engraving 


Members of the 
CHICAGO PHOTO-ENGRAVERS ASSOCIATION 


2001 CALUMET AVENUE * CAlumet 5-4137 * CHICAGO 16) 


...when you TEST 


a i We*Fe not poor s 
food advertising in “With our Hem | 
and eur two chit 
ROANOKE we think of oust 


Mr.and Mrs. Ante 


who you're talking ta 
Roanoke ... good average peau 
with good average jobs (the 
industry is highly diversified). 
Not too much buying power. | 
Not too little. | 
That's why this 16-county trading 
area is an ideal test market 
for food advertising. | 


Our new booklet, “PORTRAIT 
OF A NEWSPAPER MARKET", 
will show you how to make 
the most of it and what 
The Roanoke Times and 
World-News are doing to 
help you sell through food 
Stores. FREE. Write, 

Sawyer, Ferguson, Walker Co., 
60 East 42nd St. N.Y. 17 oF 


a 
ROANOKE 
rosnone™ “inch Sia 


AWARD cat’ ¢ 
Sawyer -Ferguson> Walker Co. —_ ¢ 
National Representatives 


| 
(. Nothing like an “Average” market for 
A, test purposes ...especially when it 
is isolated from other markets by 
mountains as Roanoke is! 


1. You describe and illustrate your 
product in a standard 1/9 page 
space unit, 

2. You insert this description in 
IEN at a cost of $150 to $160. 

3. IEN takes your message to 62,000 
carefully selected buyers and spec- 
ifiers in most all well rated, active 
firms in 28 classifications from 
coast to coast. 

4. The most interested specify or 
buy at once, 

5. Others interested send for fur- 
ther information. 

6. You have made 62,000 calls, at a 
cost of 1/4c or less, on prospects 
of all kinds and have exposed your 
products to sale in all worthwhile 
markets. 

7. You have made a real market sur- 
vey for 1/10 the cost of postage 
alone on 62,000 questionnaires. 


TO HELP YOU SELL, ASK FOR: 


con 
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ABP Speakers 
Hit Controlled 
Circulations 


(Continued from Page 1) 
torial values of a publication in-| 
stead of its circulation, he said. | 

4. Advertisers can get more 
mileage out of their advertising | 
in business papers by using inserts, 
especially catalog pages, 
Whalen, v.p. and general mana-| 
ger of Haire Publishing Co., told 
the sales management panel. By 
printing extra catalog pages for | 
use as media inserts, he said, ad- 
vertisers can cut down on produc- 
tion costs. 


# 5. Cameron Hawley, former di- 
rector of sales promotion for Arm- 
strong Cork Co. and author of 
the current best-seller “Executive 
Suite,” deplored the American 
public’s present preference for 
mild flavored products and execu- 
tives, and stressed the point that 
“there is no substitute for dy- 
namic personal leadership.” 

“American business,” he said, 
“was not built by organization 
charts and fol-de-rol, but by dy- 
namic men. Without hard-driving, 
rugged individuals with creative 
capacity we couldn’t have our 
great industrial organizations. 
Mass conformity leads to sterility 
of character. Acceptance of that 
concept,” he said, “is vital for the 
future of America.” 


= The morning session was de- 
voted to separate clinics on circu- 
lation, editorial, management, pro- 
duction, promotion and research, 
sales management and selling. A 
number of the speakers spoke off 
the record and could not be quoted. 
Angelo Venezian, assistant to the 
director of advertising, McGraw- 
Hill Publishing Co., and chairman 
of ABP’s committee on standard 
practices, told the sales manage- 
ment group that new standard in- 
voice forms will be ready for pres- 
entation to the membership soon, 
and that the committee js also 
working out a method of stand- 
ardizing space units in 7x10” mag- 
azines. Research has disclosed 126 
variations now being used by 
standard 7x10” papers, he said. 


® Richard White, manager, media 
department, Fuller & Smith & Ross, 
predicted increased sales competi- 
tion in 1954, and noted increasing 
caution in many business circles. 
He noted a trend toward more ex- 
tensive use of inserts in business 
papers without corresponding in- 
creases in advertising budgets. 
More advertisers in merchandis- 
ing papers, he said, are using con- 
sumer media, and this practice, he 
said, may spread to industrial 
products. He attributed this to a 
desire on the part of top manage- 
ment to get their companies more 
widely known. 


Mr. Bond, who said sales are 
likely to be tougher next year, 
predicted advertising volume in 
‘53 will be up about 10% over the 
$300,000,000 placed in business pa- 
pers in 1952. But he said a down- 
ward trend may be expected to- 
ward the end of this year. More 
emphasis, he said, must be placed 
on the use of advertising to cut 
selling costs. 


® “Too small an effort is definite- 
ly worse than no research at all,” 
Mills Shepard, research consultant, 
one of the speakers at the promo- 
tion and research clinic, said. 

“A good research job,” accord- | 
ing to Mr. Shepard, “is like an ice- | 
berg. Four-fifths of it the editor 
never sees but what he does see. 
rests on that four-fifths.’ What) 


John | 3 


UNION LABEL—This full page for Strut- 


wear Inc. hosiery is scheduled for the 

March Vogue, carrying the AFL hosiery 

workers union label (lower left) which ap- 

pears on all Strutwear apparel. Bozell & 

Jacobs, Minneapolis, is the Strutwear 
agency. 


him and the research director. Top 
management may use research as 
a club rather than a guide. Today, 
he said, it’s the editor and writer 
who ask for research rather than 
the management because tliey are 
learning how to use the results as 
a gage for future editorial content. 


@ All editorial readership prob- 
lems revolve around the subject, 
appeal or presentation in a publi- 
cation, and good editorial research 
will point the way out, providing 
it is thorough, has consistency and 
continuity, Mr. Shepard saia. 

“Men like me are not certified 
public accountants,” John Drake, 
v.p., Hicks & Greist, told a panel 
on what the customer wants. 

The research that comes to an 
account executive’s desk is often 
loaded with figures and hard-to- 
understand chartS that are of in- 
terest only to other research ex- 
perts, he said. As such, it is of lit- 
tle use to an account man who 
must come up with an immediate 
answer for the questioning client. 

A picture, Mr. Drake said, is still 
worth 10,000 words to a pressed 
account man. 


# Whether or not special issues ac- 
complish their purpose was ques- 
tioned by Harold A. Wilt, business 
paper media director for J. Walter 
Thompson Co. The promotion that 
goes into a special issue is usually 
scrapped when the issue comes 
out, he said. 

Therefore, Mr. Wilt wondered, 
might not this expense serve a 
better purpose if it were applied 
to more permanent promotion? 
There is a need for more promo- 
tion on the editorial value of a 
publication instead of its circula- 
tion, he said. 

“IT am a believer that there 
should be no standards in the re- 
search business,” David Wallace 
of Crossley Business Research 
said, because they are the surest 
way to no progress. Standards, he 
explained, are usually made by the 
conservatives in the researci busi- 
ness. “If you’re doing the same 
thing now that you did last year, 
you are one year out of date.” 


s A. T. Wolcott, manager of media 
services in the advertising and 
sales promotion department of 
General Electric Co., gave a four- 
point checklist to publishers en- 
gaged in research. 


1. Know thyself. 

2. Know thy customer. 

3. Know thy place in the cus- 
tomer’s marketing program. Fre- 
quently, an advertiser has to de- 
cide about business publications 
in general rather than a specific 
publication. Research, therefore, 
should answer his general as well 
as specific questions. 

4. Have an advertising and sales 


| generally have relatively little to 
worry about from competition of) 
consumer media. The big threat, | 


| presentations and trade shows. | 
| Bert Peller, director of industrial | 
media at McCann-Ericksor, won-| 
dered just how much research, 
based on direct mail surveys, is | 
believable. He expressed the view | 
‘that promotion managers should 
not be in charge of readership re- | 
‘search because of the possibility | 
of bias creeping in. | 
es Speakers at the afternoon ses- 
sion included P. C. Lauinger, pub- 
‘lisher, Oil & Gas Journal, and 
‘James G. Lyne, president, Sim- 
|mons-Boardman Publishing Co., 
‘who discussed editorial services; 
|Louis W. Fairchild, president, 
Fairchild Publications, and James. 
Blackburn, v.p. and director of. 


* circulation, McGraw-Hill Fublish-| 


ing Co., and a director of Audit | 
Bureau of Circulations, who dis- | 
cussed circulation procedure; Alan 
Cole, executive v.p., Breskin Pub- 
lications, and Ned Wintersteen, 
general manager, Donnelley Pub- 
lications, who discussed selling. 

Paul Montgomery, senier v.p., 
publications division, McGraw- 
Hill, presided. In addition, W. K. 
Beard Jr., ABP president, told 
about current activities of the or- 
ganization, and Paul E. Clissold, 
president, Clissold Publishing Co. 
and ABP board chairman, summed 
up. 


= Highlight of the afternoon meet- 
ing was Mr. Cole’s attack on con- 
trolled circulation. This was sup- 
ported by Messrs. Blackburn, Fair- 
child, Montgomery and Winter- 
steen, as well as by several speak- 
ers from the floor. 

Mr. Blackburn said that Mc- 
Graw-Hill has demonstrated with 
several publications that ABC cir- 
culation can dominate a field. The 
company’s magazines have grown 
substantially in circulation in the 
last ten years, he said, and its in- 
come from circulation has tripled. 
It is not cheaper to give away a 
paper than it is to sell it, Mr. 
Blackburn declared. Any paper 
properly built on a specific mar- 
ket service and aggressively sold 
can compete successfully with free 
circulation papers, he said. 

Mr. Fairchild said that circula- 
tion managers today have to be as 
well informed on developments in 
their respective fields as ao edi- 
tors. He urged the need for more 
list research and better use of a 
perpetual inventory of circulation. 


s Mr. Montgomery suggested that 
ABP increase the intensity of its 
educational program for paid cir- 
culation. A four-year study made 
for McGraw-Hill, he said, showed 
that in 1948 a total of 20% of busi- 
ness paper readers preferred paid 
circulation papers and 75% had no 
preference. In 1952, he said, this 
ratio had changed to 42% of read- 
ers preferring paid circulation pa- 
pers and 50% with no preference. 

Mr. Wintersteen told of the ex- 
perience of his company in in- 
creasing paid circulation in the 
South. He said the publication to 
which he referred had no business 
at all in the South in 1949 and that 
in 1952 it had 841% pages of adver- 
tising and circulation gain of bet- 
ter than 50% in the face of strong 
competition from controlled circu- 
lation papers. 

Mr. Cole, in calling for more ag- 
gressive selling of paid circula- 
tion, pointed out that ABC papers 


he said, is from giveaway papers 
in the business field. 

In 1946, he said, 44 of the 50 lead- 
ing industrial papers were ABC 
members and six controlled. In 
1952, 15 of the leading 50 indus- 
trial papers were controlled and 
only 35 were ABC papers. 

“The giveaway boys have done a 
| better selling job than we have,” 
he said, “and it’s time to get busy 


he does see, the speaker cautioned, | promotion program, including pro-|and show up giveaway circulation 
should normally be shown only to! motion through media, direct mail, for what it really is.” 


? o? 


COLD SNAPS NOW! 


MODERN OIL 
HOUSE HEATERS 


Keep You Warm..Guard Your Health. Save You Money 


CAUTION: DEALERS HAVE PLENTY 
of OIL HEATERS on Hand... 
se BUY WOW while they're still available! 


ACT NOW! Check your Depertment Store, 
Blectric Applicnce, Ol Burner, Merdwere 
or Puraitere Beater tedey. Or call — 


FLORIDA POWER & LIGHT COMPANY 


@ 


MAN BITES DOG—Florida Power & Light 
Co. took ads in Miami newspapers during 
the recent cold spell to urge people not 
to use electricity to warm their homes be- 
cause it overloads lines. The electric com- 
pany urged use of oil burners instead. 


NBC, Sportscaster 
Part in Chicago; 
Stage Public Row 


Cuicaco, Feb. 26—Tom Duggan, 
popular but provocative local TV 
sports commentator, and National 
Broadcasting Co. conducted a pub- 
lic row in Chicago this week. 

They parted company Monday 
as a result of charges Mr. Duggan 
made Feb. 11 about James Norris, 
president of the International Box- 
ing Club, on his television pro- 
gram, “Let’s Look at Sports.” 

On the telecast, Mr. Duggan 
questioned the wealthy promoter’s 
sobriety, voiced possible associa- 
tions with gangsters and said Mr. 
Norris has threatened his life. 


# On Monday, Mr. Duggan, who 
apparently can only be contacted 
at a northside night club, The 
Singapore, said: “I was fired.” 
NBC said Mr. Duggan resigned be- 
cause it “refused to condone his 
recent use of these stations for un- 
authorized personal attacks upon 
an individual.” 

Up in the air are the five current 
sponsors of the program: White 
Owl cigars, Krank’s Shave Kreem, 
Chicago Ave. Auto Dealers of 
Evanston, Calsinator Sales Co., and 
Refiners Pride, a local gasoline 
brand. 


Although all are continuing their 
sponsorship for the time being, a 
survey indicated all regard the 
program as useless unless it has 
Mr. Duggan. Several said they will 
follow Mr. Duggan if he switches 
to another station. 

Norman Barry, a _ staff an- 
nouncer, has been pinch hitting for 
NBC since Mr. Duggan left the 
program. It is aired from 10:30 to 
10:45 p.m. Monday through Fri- 
day and from 10:30 to 11 p.m. 
Sundays. 


‘Look’ Issues Not Shown 


In reporting January advertis- 
ing linage for Look in its Feb. 23 
issue, AA failed to note that the 
publication had three issues in 
January, 1952, and only two issues 
in January, 1953. Look had a total 
of 113 pages of advertising for its 
first three issues this year, as 
against 83 pages for the first three 
issues in 1952. 


Maxon Handles Magnavox 


Maxon Ine. is the advertising 
agency for Magnavox Co., Fort 


Paper Users Fear 


Price Hikes Soon 


New York, Feb. 26—Price hikes 
and rumors of impending hikes 
are agitating the paper market. 

In book paper, West Virginia 
Pulp & Paper Co. has announced 
a price rise of $8 a ton on its base 
price for uncoated papers, super- 
papers (insert stock), and English 
and eggshell finish stocks, effec- 
tive March 1. 

The fact that West Virginia has 
been selling below the current 
market on contract by as much as 
$10 a ton, and that it recently 
ended a mill strike of several 
weeks, does not seem to have any 
influence on the growing appre- 
hension among some buyers that 
a higher market for book paper 
is in the making. 


@ While there is no general ap- 
prehension of higher prices, there 
is certainly no feeling of assurance 
that prices will not rise. It is con- 
ceded that any marked increases 
in demand for book stock is like- 
ly to stiffen prices. The current 
market is strongly competitive, 
and production costs are still 


rising. : 

Demand for machine-coated e- 
pers is very strong, and while the 
supply is ample, many mills are 
on allocation. A buying surge 
could materially affect the price 
structure, market men say. 

In -newsprint, both Abitibi 
Power & Paper Co. and Consoli- 
dated Paper Co. have raised prices 
$10 a ton to Canadian customers, 
effective April 1, making the Can- 
adian base price $122 a ton, com- 
pared with $126 a ton here. 


# This means, in effect, that the 
price of newsprint to Canadian 
users will be about the same as it 
has been, because a 10% sales tax 
was removed by the Canadian 
government Feb. 19. Producers 
rather than the Canadian govern- 
ment will now collect. 


Self-Neutralized 
Prom Gets Medics’ 
Okay; Hudnut Hit 


(Continued from Page 1) 
maybe “you'll feel like crying’ if 
you use them (AA, Sept. 22, Oct. 
26, ’52). 

Hudnut home permanent sales to 
consumers have dipped greatly 
since a year ago, in share of total 
market. In the first quarter of 
1952 it had about 12% of the mar- 
ket. Its share at the end of '52 was 
about 7%, according to Market Re- 
search Corp. of America. 


# In New York, Don Bryant, Hud- 
nut advertising director, told AA 
“we're selling our product in the 
way we think is most effective” 
for adding sales and “as far as we 
know we are not disparaging any- 
body.” As for share of market, he 
said the market is very fluid and 
there are constant competitive 
changes. 

Hudnut is liquidating its present 
stock and taking back any extras 
dealers have after March 1. Mr. 
Bryant said it’s true the company 
is bringing out a new product that 
‘is “very effective.” He would not 
‘comment, however, on the product 
|characteristics but did deny it will 
| be a non-neutralizer. He said Hud- 
/nut will reveal details March 15. 


Columbia Promotes McKean 


Gilbert S. McKean has been pro- 
moted to head the new special 
products division of Columbia 
Records Inc., New York. The divi- 
| sion will handle promotion and 
'market development of current 


Wayne, Ind. Last week AA erred|and new products produced by 
in saying Doremus & Co. is the| Columbia. Mr. McKean was mer- 
agency. Doremus handles Magna-/|chandise manager of the Master- 


| vox publicity. 


works division. 
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Popular Publications Names 2 


Peyton C. Auxford, 
with This Week Magazine, has 
been named promotion. manager of | 
Popular Publications Inc., New 
York, and Robert Stephenson, pre-| 
viously with Benton & Bowles, has | 
been named research manager. Mr. | 
Auxford succeeds Art Friedman, 
who is going to Europe, while Mr. 
Stephenson succeeds Mark Cle- 
ments, who has resigned to join 
Pines Publications Inc. 


R&R Elects Three to Board 


Ruthrauff & Ryan, New York, 
has elected three v.p.s, F. M. 
Schwemmer and C. L. Smith of| 
the New York office, and Haakon 
Groseth of the Chicago office, to 
the agency board of directors. 


Goodwill Appoints Kraus 


Goodwill Industries of Southern 
California, Los Angeles, has ap- 
pointed Fred A. Kraus director of 
public relations. He formerly was 
with the secretary of state of Illi- 
nois. 


AD 
are all expesed daily to claims for LIBEL, 
SLANDER, Invasion of Privacy, Violation of 
Copyright. 

INSURE THIS HAZARD! 
Our unique policy is adequate and amazingly 
inexpensive. Experience proves it's smart 
te be protected. 


. WRITE FOR DETAILS wWO RATES 


EMPLOYERS REINSURANCE § 


~ CORPORATION 


Insurance .€achange — Kansas City. Mo 


(Continued from Page 3) 
placed through Roberts & Reimers, 
New York. 


# At the Associated Independent 
Canners’ annual meeting Mrs. Ma- 
rie Kiefer, secretary-manager of 
the National Assn. of Retail Gro- 
cers and editor of National Grocers 
Bulletin, called on canners to co- 


loperate more closely with food 


stores. 

“The food retailer has the ‘know 
how’ and the facilities,” Mrs. 
Kiefer said. ‘“‘He will use good ad- 
vertising and merchandising sug- 
gestions when they are passed 
along to him. He especially wants 
to know about your product and 
wants his personnel to know it, 
and this means ‘cutting’ and sam- 
pling aow and then.” 

“He wants and needs good point 
of sale material, including practi- 
cal sizes of store banners, price 
tags, shelf and display signs, and 
good talking signs . . . above all, he 
wants no advantages any time— 
but an even break on all things in- 
cluding prices, services, special 
promotions and allowances,” she 
told the canners. 

One of Mrs. Kiefer’s most strong- 
ly emphasized recommendations 
was better designed, more descrip- 
tive labeling, to include recipes 
wherever possible. 


@ The chance for an all-expense 


You hear a lot these days about 
the “Marketing Revolution” and 
the swing to automatic selling. 
Like thousands of other business- 
men, you may be worried about 
the future of your business in 
these days of jungle warfare for 
the consumer’s dollar, and won- 
der how you can cut through this 
era of “lazy selling’ and hammer 
out your niche in the market 
place and get your share without 
sinking a fortune into national 
advertising. 

In all the tumult and shouting 
many manufacturers have made 
their own “Marketing Revolu- 
tion” by turning to Direct Selling. 
They have quietly by-passed 
sluggish wholesalers and dis- 
interested retailers, and recruited 
armies of ambitious, aggressive, 
on-the-job independent salesmen 
and saleswomen who demon- 
strate and sell their products and 
services right before the eyes of 
customers. Many have rolled up 


Get the full 


more than 
women . 


at low cost. write 


KISS 


Lazy Wholesale-Retail Marketing 


GOOD-BYE 


Here’s the Sensible Solution 
to the Distribution Nightmare 
Plaguing Manufacturers Today 


Oupervenity Magazine is the pioneer publication serving 
300,000 active independent salesmen and sales- 
. » ready to sell your product and your service 
direct! . . . at their own expense! F 

booklet that shows how to build nationwide sales volume 


Address Dept. A-159. 


annual sales in the millions, 
achieved nation-wide distribu- 
tion overnight, made boom-time 
profits . . . all without spending 
huge sums to capture illusive 
consumer good will, without 
courting wholesalers and re- 
tailers, without fighting franti- 
cally for counter and floor space. 

Take a look at Direct Selling! 
If yours is an old business losing 
its grip on the market and won- 
dering what to do next .. . if 
yours is a small business which 
cannot hope to compete success- 
fully with the giants... if yours 
is a new product or service 
backed by big ambitions but 
small capital . . . take a look at 
Direct Selling! 

You may be amazed and de- 
lighted to discover that Direct 
Selling is the short cut you're 
looking for to quick, pin-point, 
48-state distribution at low 
cost... with assured profitable 
volume in the first years. 


story today—no obligation 


‘or free copy, and proof- 


for full details today on your letterhead. 


SALESMAN’S 


‘ney F 000 Groups Worry About Competition 
and Profits; Plan More Advertising 


vacation in Europe, Mexico or 
Bermuda is the spark plug with 
which Ivano Inc., Chicago, has| 
kept its 67 broker organizations | 
charging for the past six months. 

The choice of winners was based | 
on brokers’ sales of Ivano’s vinyl | 
sponge products, and was deter- 
mined at a convention-time draw- 
ing of sales slips. 

Paul Sayres Co., New York, won 
the 16-day Europe trip; M. L. Roote 
Co., Philadelphia, got the 12-day 
Mexican tour, and Cook & Harms, 
San Francisco brokerage outfit, 
drew the seven-day Bermuda va- 
cation. The choice of who in each 
company would actually take the 
trip is left, it appears, to a further 
series of company lotteries. 


® Calgon Inc., Pittsburgh, will 
open the ’53 national consumer 
campaign for its packaged water 
conditioner with ads in the March 
issues of Better Homes & Gardens, 
Better.Living, Everywoman’s Mag- 
azine, Family Circle, Good House- 
keeping, Parents’ Magazine and 
Woman’s Day. 

In progress is an 11-week news- 
paper promotion for selected areas, 
begun in February in the St. 
Petersburg Times and the Tampa 
Tribune. 

“Silky water” is Calgon’s ’53 
theme, and the stress is on the three 
places in which the conditioner 
can be used—laundry, kitchen and 
bath. 

Calgon also has announced the 
introduction of two new products, 
Calgon Bouquet, a scented bath 
powder, and Thanx, a new house- 
hold dishwashing compound de- 
signed to eliminate the water- 
spotting of glassware under diverse 
conditions. It is also for use as an 
aid to soap in clothes washing. 

Ketchum, MacLeod & Grove, 
Pittsburgh, is the agency. 


® A household product that waxes 
floors and kills insects in one op- 
eration was introduced nationally 
for the first time at the convention. 

Freewax, the new product, com- 
bines a self-polishing, water-resis- 
tant floor wax and an insecticide, 
Lindane. It is produced by Free- 
wax Corp., Tallahassee, Fla. 

Regional advertising is under 
way in the South, and will soon 
begin in New York City, Kansas 
City and Chicago. The schedule 
opens in New York with a full 
page in the New York Times in the 
latter part of March. In Chicago it 
involves the use of blimps and 
other outdoor advertising. 

Ruthrauff & Ryan, New York, is 
the agency. 


® Pure Food Co., Inc., Mamaron- 
eck, N. Y., announced a new line 
of 12, 50 and 100-cube non-break- 
able clear plastic jars for its Herb- 
Ox bouillon. The new containers, 
designed for many around-the- 
house re-uses such as refrigerator 
food storage, are an addition to the 
line of regular 5-cube tins. 
Focusing its advertising on the 
new package, the company has 
scheduled large-space display ads 
in Better Living, Family Circle, 
Ladies’ Home Journal, Woman’s 
Day and Woman’s Home Compan- 
ion. The ads will also feature new 
ways to use Herb-Ox in soups, 


| gravies and budget dishes. 

Pure Food has also added an- 
‘other variety to its line of West- 
|chester soups—-Vichysoisse Cream 
'Soup in 124% oz. tins. 
| J. M. Mathes, New York, is the 
| agency. 


'@ Washington State Fruit Com- 
‘mission, state-operated growers’ 
association with headquarters in 
Yakima, Wash., has reached out 
|to private growers in California’s 


EAU 6 TeReK! ite DET Tem THRE: rows 


CONVAIR. 


NTH DEGREE—This ad for Convair (Con- 
solidated Vultee Aijrcraft Corp., San 
Diego) is the opening shot in a new 
camp>ign starting this month. Buchanan 


& Co., Los Angeles, has scheduled four 


consumer and 15 trade publications for 
the four-color ad. 


and Oregon’s Hood River and 


Medford areas in an effort to ex-) 


pand its promotions of Bartlett 
canned pears. 

A new organization, Pacific 
Coast Canned Pears Inc., has been 
formed to direct the promotion. 


Membership, compulsory for) 


WSFC members, is strictly volun- 
tary for Oregon and California 
growers, according to N. J. Trebin, 
sales manager for Apple Growers 
Assn., Hood River, Ore. 

Mr. Trebin says that the ven- 
ture, which he calls “modest but 
promising,” will begin with ads in 
trade publications and _ dietetic 
magazines. 

There will also be a recipe serv- 


ice supplied through Pacific Kitch- | 


en, home economics affiliate of 
Pacific National Advertising Agen- 
cy, Seattle, which will handle the 
promotion. vs 


® At a closing session of the Na- 
tional-American Wholesale Gro- 
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ieers convention Friday, Nathan 
Cummings, chairman of Consoli- 


’.| dated Grocers Corp., Chicago, re- 


affirmed the need for the grocery 
| wholesaler. 

Pointing to the fact that success- 
ful retailing today is based upon 
‘small inventories and fast turn- 
over, he said that the wholesaler 
'makes it unnecessary for his cus- 
tomers to carry large stocks. He 
‘also pointed out that the presence 
of the wholesaler prevents the 
| manufacturer from having to incur 
“enormous selling and direct ship- 
/ping expenses.” 

Mr. Cummings warned, however, 
that increased costs of doing busi- 
ness and lower profit margins call 
for more efficient wholesaling. 
They also require, he said, closer 
cooperation between wholesaler 
and customer, with regard to such 
items as partnership advertising, 
store planning, and cost cutting. 

Louis Ratzesberger Jr., president 
of Illinois Canning Co., Hoopeston, 
Ill., was elected ’53 president of 
the National Canners Assn., suc- 
ceeding Fred G. Heinz, v.p. of H. J. 
Heinz Co., Pittsburgh. E. Norton 
Reusswig, of Lestrade Bros., New 
| York, was elected national chair- 
/man of the National Food Brokers 
| Assn. 


Bendix Aviation Boosts 2 

The Scintilla Magneto division 
‘of Bendix Aviation Corp., Sidney, 
|N. Y., has promoted Thomas Z. 
Fagan to director of sales and 
service and William A. Uline to 
|general sales manager. Mr. Fagan 
-has been Scintilla advertising and 
public relations director, and will 
/continue these duties. Mr. Uline 
|has been industrial sales manager. 


The aviation and the industrial 
|Sales sections will be consolidated 
/under the direction of the general 
sales manager. 


RCA Promotes Teegarden 

L. W. Teegarden, v.p. in charge 
of technical products for the RCA 
| Victor division, has been promoted 


_to executive v.p. of Radio Corp. of 
America, Camden, N. J. 


WARWICK PHOTOTYPE 


OFFERS A 


revo 


lutionary 
new way 


to set Type j 


It’s called Phototype. It’s Warwick's 
sensational, new method of machine- 
setting type directly on film or paper. 
Headings, body, tabular matter... all 
composition set automatically and less 
expensively. Does away with large 
hand-set type... machine-set type can 
be enlarged to 288 points or more. This 
advertisement was set with Photot ype. 
Write for complete Phototype story 


WARWICK TYPOGRAPHERS, INC. 
Dept. Al17, 920 Washington Avenue, St. Louis 1, Mo. 
Overnight by air mail from most of U. S. 


WARWICK PHOTOTYPE 


WARWICK SERVES CLIENTS IN 33 STATES, PUERTO RICO, MEXICO AND CUBA 
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Buckley Joins Don Kemper Co. 
| E. James Buckley, formerly v.p. 
‘and partner in the Buckley Or- 
ganization, Philadelphia agency, 
|has joined Don Kemper Co., Day- 
ton agency, in an executive capa- 


Department Store Sales... 


Sales Are Up 2% Afier Seven Weeks 


WASHINGTON, Feb. 24—U. S. de- 


Downtown Los 


| city. 
partment store sales finished the Te ae — —s " e 
seventh week of 1953 with a 2% DIED siinvisitcnssertinnnes 0 4) : 
edge over the first seven weeks of San em Se Bio ero re e Zs se ly wi 
last year. can Teeneese CUy .. i ee tever Maa Co Wew Wake ae 
MIAMI WICH ...cccccceee . ” ’ 

Furthermore, the Federal Re- Portland ss 3 | brand manager for Rinso hase 
serve Board reported that the na- Sak take a” Cn s 4 20 | and Surf, has joined Robert WwW 
Spe é ‘ : oo, ERTS ? : 
tion’s big retailers registered a 3% Spokane 0... 4 10 13/Orr & Associates, New York, as 
sales increase for the week ended ~ v.p. 
Feb. 14. This was the fifth week in | TpNS’ SA. inabie. 
a row during which the stores’ R : 

- : eynolds Appoints Tingle 

sales were higher than in the com- 
parable oak ad 1952. Greenthal Co. Promotes Orr E. W. Reynolds Advertising, To- 


Montgomery Orr, art director of i 
Monroe Greenthal Co.’s West Coast | — a ' phthesens ne a. 
office, Universal City, Cal., has’ a ss 4 : yong od 
been promoted to manager and ac- | . seanirens ee et, ee 
count supervisor of the office. yore ene 


For the year so far, the area 
pattern is the same as last year, 


DEPARTMENT STORE | 

ALES woe. - Names Hirsch & Rutledge Conery Joins Mitchell Inc. 
sirbiaie | American Fixture & Mfg. Co... Ben Conery has joined Harold 

St. Louis, has appointed Hirsch & | M. Mitchell Inc., New York agency, 

Rutledge, St. Louis, to handle ad- | as production manager. Previously 

vertising for its Korrect-Way Dis-'|Mr. Conery was associated with 

plays division. 'Peck Advertising. 


1947-49 equals 100 


Week to Feb. 14, ’53*..p92 
Week to Feb. 16, '52*....89 


7 Get Prizes in 
Packaging Contest 


New York, Feb. 24—Seven top 
prizes were awarded here in the 
17th annual 5¢ to $5 Variety Pack- 
aging Competition sponsored by 
Variety Store Merchandiser. 

In addition, 19 subsidiary awards 
were given. 

The top winners—out of 400 en- 
tries—are: 

Aluminum Specialty Co., Mani- 
towoc, Wis., for its Holiday stain- 
less steel cookie cutter set, in the 
household and hardware division. 

Reflexite Corp., New York, for 
its carded reflecting house num- 
bers, in the hardware and elec- 
trical division. 

American Lead Pencil Co., Ho- 
boken, for its Venus Velvet pencil 
kit, in the stationery division. 

Renwal Mfg. Co., Mineola, N. Y., 
for its Western Shootin’ gun pack- 
age, in the toys and games divi- 
sion. 


, Theon Co., New York, for its 


_Lashbrite mascara package, in the 
cosmetics and toilet goods division. 

John Dritz & Sons, New York, 
for its Eyelets package, in the no- 
tions and related items division. 

And Weston Biscuit Co., Passaic, 
N. J., for its boxed line of wafers 
and cookies, in the miscellaneous 
and seasonal goods division. 


Williams Joins De Both 


George W. Williams Jr., formerly 
on the sales staff of McCall’s, has 
been appointed sales director of 
De Both Features, New York, pub- 
lisher of Jessie’s Notebook. 


Bird-Archer Names Ullman 


Uliman Organization, Philadel- 
phia, has been appointed to handle 
advertising for Bird-Archer Co., 
Philadelphia water conditioning 
engineer. 


]. Gerald Brown Moves 

J. Gerald Brown Advertising, 
New York, has moved to larger 
quarters at 38 W. 57th St. 


Week to Feb. 7, ’53*.... 
Week to Feb. 9, ’52*......87 
Week to Jan. 31, ’53*.... 
Week to Feb. 2, ’52*......84 


*Not seasonally adjusted. 
pPreliminary. 


but with the losses smaller and the 
gains greater. The Atlanta, Dallas 
and San Francisco districts showed 
gains of 7%, 7% and 6%, respec- 
tively, while the New York, Rich- 
mond and Philadelphia districts 
showed the only losses—5%, 3% 
and 2%, respectively. 

For the Feb. 14 week, the most 
striking sales gain was the 11% 
registered in the St. Louis district. 
Weekly sales in seven small, un- 
listed cities there averaged 26% 
higher than a year before. 


% Change from ’52 
Week Ended 

Feb. Feb. 
7 1 


Federal Reserve Jan. 


District, Area, and City 31 4) 

UNITED STATES ............ r4 1 3 

Boston District ................ 122 —6 ay 
Metropolitan Areas 
New Have .......:..:0000 14 —38 7 
Lowell-Lawrence ...... 29 —22 42 
Cities 
Downtown Boston ..... 10 —3 3 
Springfield. ................... 8 -—6 —!1 
Providence. ................ 2 —7 5 

New York District ........ —1 —7 —10 / 
Metropolitan Areas 
Buffalo —-1 5 1 P . 
Rochester ... 0 1 4] / 
SPC OMIOD ssestseteesianrinections 5 —6 1 
Cities / 
PO TEE fisiiiccerncivinnss —lr—il —l / 
DOPE, icacincseovisaveceeseyoens 3 rl 

Philadelphia District ... 10 —! 
City 
Philadelphia ................ 7 0 
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Cincinnati 
Columbus 
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Metropolitan Areas 
Washington ...............66 
Baltimore 
Atlanta District ............ . 
Metropolitan Areas 
Birmingham ................. 
Jacksonville «0.0.00... 
Miami 
Atlanta 
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y New Orleans 
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Chicago District 
Metropolitan Areas 
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Indianapolis .............. 
Detroit 
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4 Largest Circulation 

10 | in the Pacific Northwest 

‘ 225,421 Daily 

283,744 Sunday 
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Minneapolis City 
St. Paul City 
Cities 
Duluth-Superior 
Kansas City District . 
Metropolitan Areas 
Denver 
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NOW...THE OREGONIAN IS 
N CITY DAILY CIRCULATION! 


Daily and Sunday, The Oregonian is first! NOW The 
Oregonian leads in City, RTZ and Total...makes more 
sales of your products seven days every week! 


THE DAILY OREGONIAN LEADS BY 33,172 
THE SUNDAY OREGONIAN LEADS BY 72,592 
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PorTL 


in Total Advertising Lineage 
in Retail Advertising Lineage 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC, 


in Total Daily and Sunday Circulation 


+ ORE 


in General Advertising Lineage 
in Classified Advertising Lineage 
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Four Postal Investigations Expected; 
Not All Cities to Get 2-a-Day Delivery 


(Continued from Page 1) 
reduce costs and improve service. 
2. An investigation by a special 
task force from the House appro- 
priations committee, to eliminate 
uneconomic procedure and reduce 
expenditures. 


® Two other investigations are 
taking shape: 

1. A broad policy study under 
the supervision of the Senate post 
office committee, covering every 
aspect of postal rate making pro- 
cedures and operating methods. 

2. An “air rifle” type investiga- 
tion by members of the House post 
office committee to determine 
whether postal officials are giv- 
ing full consideration to specific 
ideas for improving service and 
cutting costs. 

In his appearance before the 
business paper editors today, Sen. 
Carlson said Congress will not in- 


Many top 
Chicago agencies 
buy 

ad composition 
from us because, 


a rt 


to express the facts 
in simple A, B, C’s, 
they like our 

large facilities 
(which mean faster 
deadline service) 


the quality 
of our work 
(which means 
fewer revisions) 
and the 

lower costs 
that result. 


For the same 
simple reasons it will 
pay you to phone 
WAbash 2-6800 

and ask for Agency 
Ad Composition 
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|terfere with the parcel post rate 


increase hearing which gets under 
way before the ICC Tuesday. 
Under existing law, he said, the 
Postmaster General is required to 
submit rate increases whenever the 
cost of handling parcel post ex- 
ceeds the revenue it produces. 


s He said Postmaster General Ar- 
thur Summerfield appeared to 
have no alternative but to support 
the petition submitted by his pred- 
ecessor, and that the ICC appears 
to have no choice other than to 
grant the application. 

Sen. Carlson said his postal com- 
mittee will not act on any postal 
legislation until the special com- 
mission on postal rates and oper- 
ating methods reports next Janu- 
ary. 

As a result, his own proposal de- 
priving ICC of authority to change 
parcel post rates will remain bot- 
tled in committee, and legislation 
to eliminate the double standard 
of parcel dimensions (adopted last 
year) will be bypassed for the 
present. 


s He noted that Mr. Summerfield 
had set aside a 20¢ surcharge 
which his predecessor ordered on 
odd-size parcels after April 1. The 
senator said Mr. Summerfield’s ac- 
tion seemed fair, since the ship- 
pers of baby chicks and nursery 
products, who would be paying 
this surcharge, have had little 
warning of the increase. 

Asked whether two-a-day de- 
livery is a major objective in the 
drive for better postal service, Sen. 
Carlson gave a frank “no’’. He said 
two-a-day delivery should be pro- 
vided in areas that have substan- 
tial commercial activity, but that 
approval of two-a-day schedules 


should be “on basis of justifica- | 
tion—and justification only.” He) 
considers later collection service | 
more vital to fast movement of | 
the mail. 


® Earlier this week, Postmaster | 


General Summerfield expressed 
confidence that the new executives 
of the department will be success- 
ful in restoring high quality serv- 
ice. He said the subject of two-a- 
day deliveries was being studied, 
and that deliveries will be restored 
wherever possible “within the de- 
partment’s facilities and budget.” 
Later collections are already be- 
ing authorized in some cities, in- 
cluding Chicago. 

The appropriations committee is 
known to have sent a task force 
of investigators into the depart- 
ment in advance of 1954 budget 
hearings. In addition to the cus- 
tomary investigations, however, 
this year’s team includes well- 
known accountants from private 
industry who have been recruited 
to assist the appropriations com- 
mittee. It is also using the man- 
gement experts of the General Ac- 
counting Office. 


= The Senate committee’s postal 
investigation is likely to be the 
most ambitious in recent years. 
As approved by the Senate, the in- 
vestigation will be aided by a 10- 
man commission which will in- 
clude mail users and employe rep- 
resentatives, as well as govern- 
ment people. The commission will 
have $100,000 and will be author- 
ized to employ management ex- 
perts and others who can put light 
on the problems of improved post- 
al operations. 

Elaborating his own impressions 
of the course the study will take, 
Sen. Carlson said the basic prob- 
lem is for Congress to determine 
how much of the department’s re- 
ceipts and expenditures are service 


TRATIONS IN 


OAKLAND 
TRIBUNE 


IN MOTOR VEHICLE REGIS- 
OAKLAND AREA* 


*Alameda and Contra Costa Counties 


AMONG METROPOLITAN OAKLAND AND 
SAN FRANCISCO NEWSPAPERS IN 1952 
AUTOMOTIVE ADVERTISING LINAGE 


Greatest Home Delivered Circulation in 
Northern California 
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Delta Air Lines Seatsto Miami 


Daily and Nightly at Prices from 
$80.20 Deluxe DC-6 to $50.30 for Aircoach 
(Phos Federal Tan) | 

Priced to yield a big dividgnd in 
health and happiness according to maturity 
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Delta Air Lines, Inc. 


1649 Orrington, Evanston 


DELTA OFFER—This ad, set up like a stock 

offer, will run on the financial pages of 

several newspapers for Delta Air Lines, 

announcing new Convair service to Miami. 

Burke Dowling Adams Inc., Atlanta, is 
the agency. 


and how much are business. 

Once we have that information, 
he said, we can proceed to build- 
ing a better post office depart- 
ment. 


® While the commission is to in- 
vestigate every phase of postal op- 
erations, the Kansas senator said 
he hopes to sit down eventually 
with representatives of mail use 
groups and work out an answer 
to the rate problem. 

He said he has already discussed 
this possibility with some individ- 
uals, and found them sympathetic. 
“These people realize it will have 
to cost themselves something, but 
it is just going to have to if we are 
to get the Post Office on a basis 
we can be proud of.” 

He said he was not prepared at 
this time to divulge the identity 
of the postal commission members, 
but that the staff director would 
be an individual who could sched- 
ule the work, and give the public 
frequent progress reports. 

“You just can’t lock this prob- 
lem up for nine months,” Sen. 
Carlson said. ‘Moreover, this is 
the kind of problem which should 
be explained to the public. Fre- 
quent reports should prepare the 
way for whatever we finally rec- 
ommend.” 


s The House post office committee 
is to have $50,000 for its investi- 
gations, including the work of the 
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' special postal -operations subcom- 
|mittee under Rep. Katherine. St. 
|'George (R., N. Y.). 

House postal committee Chair- 
man Ed Rees (R., Kan.) told the 


| United Press this week that his 


committee will track down indi- 
|vidual ideas for improving postal 
‘operations. 

At the present time the commit- 
tee’s staff is compiling a list of 
every known suggestion that com- 
mittee members have received. 

During the 80th Congress, this 
“air rifle’ approach resulted in 
numerous changes in postal pro- 
cedures, Rep. Rees said, and sub- 
stantial reductions in operating 
costs. Among the ideas sponsored 
by the committee during the 80th 
Congress, he recalled, was the es- 
tablishment of a central research 
unit in the department to develop 
improved management and oper- 
ating methods and the adoption of 
a punch card money order. 


s This punch card alone reduced 
money order costs by more than 
$8,000,000, Rep. Rees pointed out, 
and avoided the need for money 
erder rate increases which had 
been requested by the depart- 
ment. 

Rep. St. George, who will con- 
trol the House committee investi- 
gations, is a ranking majority 
member of the committee who has 
taken an active interest in postal 
affairs. During the 80th Congress 
she sponsored legislation to estab- 
lish a rate making organization 
within the Post Office Department. 


Milton P. Rasmussen Joins 


‘Parade’ Publisher Relations 

Milton P. Rasmussen, formerly 
associated with Reynolds-Fitzger- 
ald, newspaper publishers’ repre- 
sentative, has 
been appointed 
assistant to Wal- 
ter Tenney, v.p. 
in charge of pub- 
lisher relations of 
Parade, New 
York. 

During his ca- 
reer Mr. Rasmus- 
sen has been con- 
nected with the 
Texas Daily Press 
League and the 
Bureau of Ad- 
vertising, American Newspaper 
Publishers Assn. 


Milton P. Rasmussen 


Martin Joins Ideal Group 

Ray W. Martin, formerly with 
Cosmopolitan, has joined the east- 
ern sales staff of Ideal Women’s 
Group, New York. 
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Many Sponsors for | ==~-"'Seeoom| ast Minute News Flashes Bantam Books Ad 


Each Net TV Show 


in Future: Pinkham 


NEw York, Feb. 25—The com- 
mercial television network of the 
future may be in the form of par- 
ticipation broadcasts, according to 
Richard A. R. Pinkham, executive 
producer of “Today.” 

With the broadcasting companies 
constantly expanding their basic 
outlets, the TV network of the 
future may become so large that 
only a handful of advertisers will 
be able to afford consistent nation- 
al video coverage. The only answer 
will be participation sponsorship, 
he declared. 


s These remarks were made at a 
meeting of the Metropolitan Ad- 
vertising Men last week, where 
Mr. Pinkham discussed the audi- 
ence of “Today” and the funda- 
mental objective of the early 
morning National Broadcasting Co. 
show—‘to provide people with a 
television newspaper.” 

Most television news is “static 
and uninspired,” Mr. Pinkham 
said, but “Today’s” 15 hours of 
weekly telecasting allows for con- 
siderable variations on a theme. 

The toughest job the show has 
is getting a national audience into 
the habit of turning on their TV 
sets at 7 a.m., but there appears to 
be a need for visual news at break- 
fast, he said. 


= “This is considerably more im- 
portant in the rest of America than 
it is here in New York. We are 
spoiled. We have our choice of four 
good newspapers each morning. 
But look at Akron, O., for example. 
There is no morning newspaper 
in Akron, and the same thing is 
true in a remarkable number of 
other fairly large cities.” 


Dr. Johnson Takes 
Information Post; 
May Direct ‘Voice’ 


WASHINGTON, Feb. 26—Dr. Rob- 
ert L. Johnson, head of the Citi- 
zens Committee for the Hoover 
Report, agreed this week to re- 
organize the much criticized over- 
seas information program of the 
State Department. 

Duriny the next several weeks, 
Dr. Johnson is to conduct an in- 
vestigation of current overseas in- 
formation activities, while con- 
tinuing to serve as president of 
Temple University. 

Later, he is expected to take 
over fulltime direction of the pro- 
gram, which includes the Voice of 
America broadcast program. Mr. 
Johnson started his career as an 
executive of Time. 


Grey's Got Prince Gardner 
Account and the Jet 99, Too 


Grey Advertising Agency, New; 


York, which enjoyed a spectacular 
year in 1952, was clipped from be- 
hind in AA’s annual billings re- 
port, which showed Grey as losing 
Prince Gardner Co., St. Louis 
leather goods maker. The com- 
pany’s publicity, merchandising 
counsel, dealer and trade paper 
advertising and sales promotion 
were shifted last year to Olian Ad- 
vertising, St. Louis, but the na- 
tional account remains with Grey. 

Elsewhere in the same issue, 
Grey was robbed in a report on 
Landers, Frary & Clark’s $1,000,- 
000 spring campaign for the Jet 99 
cleaner, in which Goold & Tierney 
was identified as the agency. G&T 
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WHITE UP—This page ad in the March 10 

Look, on the stands Feb. 24, kicked off the 

spring blitz drive by GE’s lamp division. 

Batten, Barton, Durstine & Osborn and 

Foster & Davies are the agencies (Story on 
Page 20). 


FCC Grants 19 New 
TV Station Permits 


WASHINGTON, Feb. 26—The Fed- 
eral Communications Commission 
smashed all records today by 
granting 19 new TV permits in a 
single session. There are now 382 
TV authorizations, including 274 
since the freeze was lifted last 
July. 

Pocatello and Idaho Falls, Ida., 
each got two stations. Other grants 
are New Orleans, Charlotte, Dur- 
ham, Tulsa, Scranton, Eau Claire, 
Pittsburgh, Kan., Benton Harbor, 
Mich., Sedalia, Mo., Butte, Mont., 
Elmira, N. Y., Decatur, Ala., Val- 
dosta, Ga., Champaign, IIl., and 
Springfield, II. 


® Actions were: 

Tennessee Valley Co., Decatur, Ch. 23; 
WGOV-TV, Valdosta, Ch. 37; Idaho Ra- 
dio Corp., Idaho Falls, Ch. 3; Idaho Falls 
Television, Ch. 8; Eastern Idaho Broad- 
casting & TV Co., Pocatello, Ch. 10; Trib- 
une-Journal Co., Pocatello, Ch. 6; Mid- 
west Television Inc., Champaign, Ch. 3; 
Plaine Television Co., Springfield, Ch. 20; 
Pittsburgh Broadcasting Co., Ch. 7. 

Also, New Orleans Television Co., Ch. 
20; Palladium Publishing Co., Benton 
Harbor, Ch. 42; Milton J. Hinloin, Sedalia, 
Ch. 6; Television Montana, Butte, Ch. 6; 
El-Cor Television Inc., Elmira, Ch. 18; 
Inter-City Advertising Co., Charlotte, Ch. 
36; T. E. Allen & Sons, Durham, Ch. 46; 
Eldred Beck, Tulsa, Ch. 23; Union Broad- 
casting Co., Seranton, Ch. 16, and Cen- 
tral Broadcasting Co., Eau Claire, Ch. 13. 

All channels, other than chan- 
nels 2 to 30, are in the new u.h.f. 


band. 


LOUIS MARCHANT 

Boston, Feb. 24-—Louis A. Mar- 
chant, 58, retail advertising man- 
ager of the Boston Record, Amer- 
ican and Sunday Advertiser, died 
Feb. 21 after a heart attack in his 
Melrose home. Mr. Marchant, for- 
merly a member of the advertising 
department of the Boston Post, 
joined the Hearst newspapers in 
1942. 


Wooster Promotes Three 
Wooster Rubber Co., Pittsburgh, 
has promoted William H. Irwin 
to sales manager of Rubbermaid 
houseware products. William F. 
Coulter, sales representative in the 
automotive sales division, succeeds 
him as assistant sales manager. 
Lawrence A. Hoge has been pro- 
moted to manager of the direct 
sales division. He has acted in this 
capacity for the past year. 


ANPA Appoints Neil 

George M. Neil, general mana- 
iger of the Philadelphia Inquirer, 
|has been named to the special 
| standing committee of the Ameri- 
|}can Newspaper Publishers Assn., 
which services member newspa- 
pers on matters involving rela- 


} 
| 
- | 
| 


© General Foods Names Lillard to Head Perkins 


| New York, Feb. 27—W. Parlin Lillard, manager of sales promotion | 
'for General Foods Corp., will become president and general manager 
|of Perkins Products Co., Chicago, on May 15 when the Kool-Aid maker 
will become a wholly-owned subsidiary of GF. He will replace Ed- 
win E. Perkins, retiring. , 


Canadian Fabric Mill Starts U. S. Drive 


New York, Feb. 27—Domil Ltd., Montreal textile mill, broke a four- 
page, full-color insert today in Women’s Wear Daily, for its line of 
fall fabrics. This is reportedly the first full-color insert used by a 
Canadian textile mill in an American business paper. The account is 
handled by Anderson, Smith & Cairns, Canadian subsidiary of Ander- 
son & Cairns, New York. 


Morey, Humm & Johnstone Appoints Wasko 

New York, Feb. 27—David J. Wasko has joined Morey, Humm & 
Johnstone as assistant to the president. A past president of the Media 
Buyers’ Assn. of New York, Mr. Wasko has been in charge of media at 
Donahue & Coe for the past 19 years. 


Book-of-the-Month Will Appeal ‘Free’ Verdict 


New York, Feb. 27—Book-of-the-Month Club will carry its case 
against FTC on use of the word “free” in advertisements to the Su- 
preme Court, AA was told today. The appeal follows an opinion by 
U. S. court of appeals sustaining FTC’s ruling which forbids use of 
the word free in ads that require purchase of a product to get a prem- 
ium. 


Yogurt Company Starts Drive; Other Late News 

e Dannon Yogurt Co., Long Island City, has begun a campaign in New 
York, of indefinite length, to promote its new vanilla yogurt. Thirty 
spots are scheduled weekly on WOR-TV plus once-weekly insertions— 
150 lines and up—in the New York Herald-Tribune, New York Times, 
New York News and New York Post. Copy will feature yogurt as a 
dietetic and an after-school snack for children. Zlowe Co. is the agency. 


e Lentheric, New York, will introduce an aerosol-type brushless shav- 
ing cream next week called Close-up, priced at $1. There are no defi- 
nite advertising plans but most of the promotion emphasis is expected 
to be at the point of sale. Cunningham & Walsh is the agency. 


e David W. White, for the past 18 years a radio-TV producer for Bat-! 
ten, Barton, Durstine & Osborn, has joined the Los Angeles office of 
Roy S. Durstine Inc. 


e Raymond E. Jones, formerly with CBS Television, has been named 
assistant to the president of Gulf Television Co., Galveston, Tex., op- 
erator of KGUL-TV, Galveston, due on the air soon. 


e Harding H. Macdona, formerly New England manager of Cosmo- 
politan, has joined the New York sales staff of True Story Women’s 
Group. 


e CBS Radio has sold American Airlines (Ruthrauff & Ryan), New 
York, an all-night package on its owned-and-operated stations for six 
nights weekly. The midnight to 5:30 a.m., EST, program of recorded 
music is expected to start over WCBS, New York, in about two weeks, 
with other stations to begin at a later date. 


McGraw-Hill Buys 
Platt Publications 


‘Popular Mechanics’ 
Pushes Motorized 
New York, Feb. 27—McGraw- 


Wheelchair Plan Hill Publishing Co. has bought 
Cuicaco, Feb. 24—A plan to mo- National Petroleum Publishing 


torize wheelchairs for incapaci- Co. and its subsidiaries, W. C. Platt 
tated people got under way today Co. and Platt’s Price Service Inc., 
when Popular Mechanics and the | all of Cleveland. 
U.S. Junior Chamber of Commerce| Warren C. Platt, founder and 
presented one of the motorized president of the Cleveland com- 
chairs to Armond Hutchens, 29-| panies, will join McGraw-Hill as 
year-old Korean War veteran from | publisher of the publications in- 
East Alton, Il. volved in the purchase. These in- 
The special wheelchair is built;clude National Petroleum News, 
from plans worked out by Popular Petroleum Processing, Platt’s Oil- 
Mechanics. Plans for the chair are gram News Report, Platts Oil- 
published in the March issue of the |Law-Gram, Platt’s Oilgram Price 
magazine and will be supplied free |Report, and the TBA Directory & 
of charge to anyone interested. Buyers Guide. Change of owner- 
The 2,000 chapters of the U. S. ship is effective April 1. 
Junior Chamber have made the; The acquired publications will 
project the aim of its public health be operated in Cleveland by Mc- 
committee for 1953. The chair can Graw-Hill under Paul Montgom- 
be constructed for $125, out of ery, senior v.p., publications divi- 


easily available materials, if parts 
are bought at list price. 


"World-Herald’ Boosts Johnson 


The Omaha World-Herald has 
promoted Lyle A. Johnson to as- 
sistant business manager. Mr. 
Johnson has been national adver- 
tising manager. He succeeds Ker- 
mit Hansen, who has joined the 
staff of Allen & Reynolds, Omaha 
agency. 


handles LF&C’s products—except tions with unions in printing and APPOints Wyckoft & Downard 


for the Jet 99, for which Grey is 
the agency. 


King Joins Southwest Airways 


Max King, formerly area man- 
ager for Pan American World Air- 
ways, has been named v.p. in 
charge of advertising and public 
relations for Southwest Airways, 
San Francisco. 


| publishing. 
Names Philip Meany Co. 


Security Industrial Insurance 
Co. of Louisiana, New Orleans, has 
named Philip J. Meany Co., Los 


Angeles, to direct its advertising. | 


Media to be used include radio, 
television, newspapers and direct 
/mail. 


‘San Francisco, has appointed 
| Wyckoff & Downard, San Francis- 
| o> to direct its advertising. 
Faysan Promotes Kulick 

Sanford C. Kulick has been pro- 
moted to general sales manager for 
Faysan Distributors Inc., Buffalo 
| appliance wholesaler. 


weg es 


Colonial Savings & Loan Assn., | 


‘sion. Present personnel is expected 
‘to be retained. 


Sheatter Boosts Snorkel Pen 


| W. A. Sheaffer Pen Co., Fort 
Madison, Ia., will give its new 
Snorkel fountain pen a major ad- 
vertising push this spring with 
full-page ads in 146 Sunday news- 
paper sections in 98 cities between 
March 22 and May 10. Magazines 
scheduled are Better Homes & 
Gardens, Coronet, Holiday, Life, 
National Geographic Magazine, 
The Saturday Evening Post, Scho- 
lastic Magazines, Successful Farm- 
ing and Time. Russel M. Seeds Co., 
Chicago, is the agency. 
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Attacks Church 
for Censorship 


New York, Feb. 25—Bantam 
Books Inc. took space in the New 
York World-Telegram & Sun, Post 
and the Brooklyn Eagle today to 
tilt lances with the decent litera- 
ture committee of Our Lady Help 
of Christians Roman Catholic 
Church, Brooklyn. 

In its paid space, Bantam said 
book readers in Brooklyn would 
find less than the usual number 
of its titles in perhaps a dozen 
stores in the Flatbush section. 

“A committee of visitors [the 
church group], taking the law into 
its own hands, has requested these 
neighborhood stores to remove 
‘objectionable’ books from sale. 
These self-appointed censors carry 
certificates to be displayed by 
those who conform. Store owners, 
faced with a loss of patronage, feel 
it necessary to comply,” the copy 
says. 


s Bantam declared that “very 
few” of its titles were in the “long 
list” considered objectionable, but 
that it felt “the actions of self- 
appointed censors anywhere a se- 
rious threat to a free press and a 
free country.” 

“We know,” continued Bantam’s 
copy, “that no publisher can please 
everybody with every book. The 
issue, therefore, is our right to 
publish and your right to select 
the books you want to read...in 
fact, everybody’s right to freedom 
itself.” 


Bantam told AA that eight of 
its more than 500 titles were found 
objectionable by the church com- 
mittee. They are: “Rage To Live,” 
by John O’Hara; “Don’t Touch 
Me,” by Mackinlay Kantor; “God 
Has a Long Face,” by Robert 
Wilder; “Louisville Saturday,” by 
Margaret Long; “Low-Down,” by 
Reynolds Packard; “So Many 
Doors,” by Oakley Hall; “The 
Dream Merchants,” by Harold 
Robbins, and “Theresa,” by Emile 
Zola. 


# The decent literature committee 
listed more than 200 reprint comic 
and magazine titles. Reprints in- 
cluded such publishers as Bantam, 
Penguin, Avon, Pocket Books, Sig- 
net, Perma, Dell, Gold Medal and 
Cardinal among others. 

A Bantam official said he had 
a copy of the list of books con- 
sidered objectionable and that it 
appeared under the letterhead of 
the National Organization of De- 
cent Literature (formed by the 
National Catholic Welfare Confer- 
ence), with the notation: “List 
prepared by the Chicago Archdi- 
ocesan Council of Catholic 
Women.” 


# A spokesman for the Chicago 
Council of Catholic Women told 
AA that the council had been com- 
piling a list of objectionable mag- 
azines, comics books and pocket 
books for the past four years. 
The council has been calling on 
retail outlets handling these maga- 
zines and books, giving the pro- 
prietors a copy of the list and ask- 
ing them not to stock the litera- 
ture that they found “objection- 
able.” They have had “98% coop- 
eration,” the spokesman said. 


Long Resigns Two Accounts 


W. H. Long Co., York, Pa., agen- 
cy, has resigned the accounts of 
Sieling Furniture Co., Railroad, 


Pines Promotes Lualdi 


Pines Publications Inc., New 
York, has promoted Frank P. 
Lualdi to circulation manager and 
promotion director. Mr. Lualdi has 
| been newsstand sales manager. 


edbnde 


Pa., and Stewartstown Furniture 
/Co., Stewartstown, Pa. 


-KPOL Names Keller Inc. 


| KPOL, Los Angeles, has named 
Robert S. Keller Inc., New York, 
| to represent it in New York state. 


Seer ge 


FPG Ragen og ON a er GL! Pe ce yr GR ee ee Cc Ge Re ek ic ho SRR RY IRM cell + = RMN ied fag ot re eee A geal n  ARRNE Ae aeE 4, ca RR eT aan em Rpm nar ts Ref: SOE A SN Se eg ne Sal Saad) SA PRLS deg REN, “To 9 es a Ia gt 
nym ne a Sg Dari hein ee he opel a org ; Cian ee id APM cr eis | gible cM SOP Ree ire Go " rogtck Mee eR ee eee : cee pe i se, NOR aa Me Sih WE ae icin ata 2 i a RE Se DE Sas aiar ag nc OM MY ease com Arh May th Ea ye 
Sieh 3 Peed ae tee eS pam Et Oy Uh yo ee ae eh eee ee ae nye URED > seemed ee Pee t aeegeay ene! 2 Rg Oe ae Bel aes iy aoe es ok Aes ry Pom siecle Wan elas) 7 Semel Re >, agenesis ihe SRE RE eke A Ger Spee A or Os ee A tephra a) eagee ane thea 
i kee a ih USEF. a oo ne ME Ses cee is é TEES rs aa : Bs ae Se tgeeeaee-* ae Pea a t : oy ae: es Sa! AE Er oe ace ae Gh: Bae ye, aia Bees a 5b Apt it Sa 
i : a ben Aone ee Sg : be ate eet Feta t ee Se a es a eon Ee : wea rer, ae a ; aa Bs ae age etic ate ear oom = ue = tees Sage ieee oe aie te gi es Sgn 
Sire a ie rN os ao A eam id ina Pe a MMR i) ae eS ae ieee. Sie PRES Fe. sf aT at si gS eae SESE 8 GM RG SON oe as 2 ERO ame age ea Se ie ey 
ee ie: A. é Be ee Re ut re. * oe BN rang naa oy 7 age a i a ss okey : onal — ae es : a j Fhe: oF asaca Sa cere x acest m i * ‘ ie 7 ae Me oe Ze . i cs Sia Secs: a E sc 3 = cia. oor = eae we i as c ee fais 1 
m= 
St. 
re a 
is ff an 
his ee se 
di- } 
oT Ae oe pet = ‘ 
tal 5 Seiun & ot gee | Oe 7 
— ented os -mate oa. 7 
| stereo He We : 
it- w2 ee . 
m- ; oo 
his core 
in = Tao 
"O- “4 omer 
ib- : a Som 
ng ——... —_ 
od =< OSES: S33 . 
| 
— Ee 
ng a | | 
PS- . m ; tet 
‘ch ee 
lo ie ee 
or- Be 
ia ¥ ee — 
’ BE oi 
* | Lat tes 
ed jecusneEEenernneetneneneeee we 
_ a ae 
ut, Raat 
v4 | | aie 
ad | | 
rt- | ‘aa 
a ia, 
n- : 
ti- : 
ity oe 
1as Be os 
tal pees 
PSS ee 
ib- meen 
on — 
nt. pete. 
| 
| j. iz 
: 
rly saa: 
re- | = oie 
las sie 
ed | = 
— | | oes Lee Me 
Dp. eae 
- ore 
‘of eo , 
| Ree tr, 
> W eee, 
a- ease e 
’ oe ae 
AS= Beh ae 
yn- Bt 
he 
ess | age: 
ieee ner 
d- i | moe = 
er hes 
sirad . 
eae 
Bored cai 
| 2h See 
n’s | | | ee 
a : 
| Bore 
| | ee 
| iis 
os, 
se 
Big : 7 j : > : } ve 
, zs yey : ont Sas Ld jMig ae a Ay ‘ 5 x Gite ie ¥: : “i re ety T F . og Bt gabe a t ts Page tn BN Suh Sot - f ae, ‘ oe + e oe : by . ae stipe Ota rm Site ‘ : é % 2 % Ba 3 ae i = Bot - f od 4p : sid oid a me gs ee L be i : : <i i oe his : : g 
: te ae : h pares : ~ aS a se - rs 4 Sak CIS S anseee Fi ‘Sat te oe ho x tes ®t eae : ey pes? os Be 2 ee cde dite de ul qi = ate te a Pee: “S e a ¢ . 3 ia Se ve. ag a Jerk :. eee 4, a wine ¢ + ee see 2 P x. =e afar Oe * “a euye - i: +g 


Grocer Study Finds 
Three Out of Five 
Stocking Soft Goods 


New York, Feb. 25—Three out 
of five grocers now stock soft 
goods, according to a survey made 
by Selling Research Inc., national 
store audit organization. 

The survey, based on personal 
interviews with 500 food dealers, 
also indicates that the new line 
adds to grocers’ revenue without 
cutting down on food purchases. 
Biggest volume producer and profit 
maker is nylon stockings, the 
dealers agreed. A distant second 
is children’s socks. 


PAYS ITS WAY INg 
IDEAS ALONE 


Ideas are the most precious of all 
7 ong ar assets. Every Clipper is 

ea inspiring. Users have told us 
that even if they clipped no art from 
their Cli peer they would continue to 
take it for inspiration values alone! 


SUPPER 
ART SERVICE 


300 SUBJECTS, 1000 PRINTS 


Every issue has 13 pages (17'9” x 
22'2”) of original quality art, 12 
pages (6'9” x 1119”) of utility de- 
vices, 20 or more “How to Use" 
samples. Monthly cost only $15.00 
A single good idea can pey you #f 
many times the small cost! ; 


Unite FOR FREE SAMPLES, 


MULTI-AD SERVICES, INC. 


However, 46% 
said that only four or less out of 


every 100 persons entering a store | 


buy soft goods. The average soft 
goods purchase, according to 44% 
of the food dealers, is $1 or under. 
The other 46% figure it at between 
$1 and $2. 

The grocers are debating the 
future of soft goods in their stores, 
with 53% planning to keep the 
line during the next six months, 
and 30 planning to increase their 
lines. 


Westinghouse Buys WPTZ 
from Philco for Record Sum 


Largest purchase price for a 
single television station—$8,500,- 
000—is being paid to Philco Corp. 
for WPTZ, Philadelphia, by West- 
inghouse Radio Stations Inc. The 
transaction is subject to Federal 
Communications Commission ap- 


'| proval, of course. 


WPTZ was founded on an ex- 
perimental basis in 1932. It tele- 
casts on Channel 3, is an NBC af- 
filiate and is one of three TV sta- 
tions in the Philadelphia area. It 
is reported to have grossed $4,000,- 
000 in 1952 and netted a profit 
close to $2,000,000. Westinghouse 
will operate the station in con- 
junction with its radio operations 
- Philadelphia—KYW and KYW- 

M. 


Denver Agency Joins 4 A's 


Kosta-Bakewell-Fox, Denver, 
has been elected to membership 
in the American Assn. of Adver- 
tising Agencies. 


Louise Crocker to Levyne 
Louise Crocker has joined the 


‘staff of S. A. Levyne Co., Balti- 


more agency, as media director. 


§ * outside Chicago + + 11th Nationally 


The QUAD.-CITIES 
lead all 
IOWA-ILLINOIS* 
metropolitan areas 
in Effective Buying 

a Income per Capita. t 


The MOLINE Disoated 
Zhe ROCK ISLAND 7¥egus 


Are you getting maximum results from your industrial advertising dollars? If you 
want to see tangible, measurable results INDUSTRIAL MAINTENANCE will produce 
quantity, quality inquiries from its more than 75,000 plant operating readers. 


Covering over 48,000 plants in 23 industries at shirt-sleeve level, INDUSTRIAL 
MAINTENANCE delivers the plant men who are ready and able to buy. These 
men are responsible for the function and upkeep of machinery, equipment and 


plant in America’s top-rated companies! 


If you're not covering this multi-million market with your 1953 budget, investigate 


INDUSTRIAL MAINTENANCE today! 


cet resutts! INDUSTRIAL MAINTENANCE © 


Philadelphia 4, Pa, 


of the dealers! 


Advertising Age, March 2, 1953 


PASSENGER CAR ADVERTISING IN MAGAZINES 


DOLLARS PER CAR PRODUCED 


CARS PRODUCED 


MAGAZINE ADVERTISING DOLLARS 


1952 


DOLLARS PER CAR PRODUCED 


CHEVROLET $ 959,262 
FORD Soe $/,789,8/4 | 
PLYMOUTH 4,466 —_ ee asses 
BUICK 320,837 SJ 8/,200,315 
PONTIAC 273,122 $ 936,096 
DODGE 259,378 $ 990,780 
OLOSMOBILE 227,975 $ 919,156 
MERCURY 195,429 $ 934,571 
STUDEBAKER 161,533 $ 982,815 
NASH 151,975 $ 971,802 
CHRYSLER 120,761 $ 974,870 
DE SOTO soi 97,48) $647,777 
CADILLAC Sos 96,152 $ 858,773 
KAISER-FRAZER Be 75,414 $ 457,271 
HUDSON 74,462 $ 609,058 
PACKARD 62,847 $ 789,321 
WILLYS 55,886" $ 920,327 
LINCOLN 32,033 $ 806,342 
TOTAL 4,334,986 $16,952,138 


* Includes Station Wagons 
SOURCE: Automotive News ~ January 5,195 3; 


‘52 AUTO ADS—Pathfinder has put out this chart, showing the 
number of passenger cars produced by leading makers, amount 


spent on magazines and ad dollar per car 


each magazine and number of pages. 
(about 170) and dollars ($1,789,814). 


1952 Publishers’ Information Bureau (Advance Release) 


the magazine made a color chart on how much each spent in 


The Saturday Evening 


NOTE: Newspaper Supplements Not Included 


in 1952. In addition, 


Ford lead in pages 


Compiled by Pathfinder Research Dept. 


(P) A-4, 1/53 


Post had the most pages (226) with Time running second (166) 
and Life third (165). 
SEP had $4,315,039 and Time $1,697,759. A total of $16,952,- 
138 was spent for about 1,602 pages. Page and dollar break- 
down is for 47 magazines, newspaper sections not included. 
Source: Publishers Information Bureau and Automotive News. 


But Life got the most revenue ($4,405,470), 


27 Advertisers Get ‘Saturday Review’ Award 


(Continued from Page 3) 
Benson & Mather), Container Corp. 
of America (N. W. Ayer). 


Also, Corning Glass Works (Ab- | 


bott-Kimball Co.), Generali Elec- 
tric Corp. (Batten, Barton, Dur- 
stine & Osborn), General Mills 
(N. W. Ayer), Lederle Labora- | 
tories (Ayer), Merck & Co. | 
(Charles W. Hoyt Inc.), Minnea- | 
polis Star & Tribune (BBDO), Na- | 


Oil Industry Information Commit- 
tee (Sullivan, Stauffer, Colwell & 
Bayles), Shell Oil Co. (J. Walter 


Thompson Co.), E. R. Squibb Co. | 
Union 


(Cunningham & Walsh), 
Carbide & Carbon (J. M. Mathes 
Inc.), Upjohn Co. (Wm. Douglas 


Co. (Griswold-Eshleman Cc.) and 
the Advertising Council (special 
citations for Blood Donor, Register 
& Vote, U.S. Savings Bonds and | 
Highway Safety Campaigns). 

A special awards committee of 


tional City Bank of N. Y. (BBDO), | 


McAdams Inc.), Warner & Swasey | 


for Distinguished Institutional Campaigns 


| 26 men and one woman picked the 
winners. 

In announcing the awards, Wil- 
liam D. Patterson, associate pub- 
lisher of Saturday Review, ex- 
| plained how an institutionai cam- 
paign gets into the public interest 
category. 


® He defined such a campaign as 
one which “concerns itself with 
illuminating some phase of the 
American scene or background, 
with giving a constructive defini- 
tion of the ‘American Way of Life’ 
or of democracy in action, or with 
discussing the problems and poli- 
cies of a particular company or in- 
dustry or the basic principles of 
American enterprise in a way to 
shed light for the reader on the 
economy and society in which he 
lives.” 

Mr. Patterson said every one of 
the prize-winning ads meets this 
standard. 


Belding; Edward L. Bernays, 


The members of the awards com- 


/mittee were: 

Don Belding, president, Foote, Cone & 
public re- 
lations counselor; Sarah C. Blanding, 
president, Vassar College; Leo Cherne, 


| executive director, Research Institute of 
| America; Evans Clark, director, 20th Cen- 
{tury Fund; Reginald T. Clough, 
| Tide; 


editor, 
G. D. Crain Jr., publisher, Ad- 
vertising Age; Norman Draper, di- 
rector, American Meat Institute; Robert 
C. Durham, assistant to the president, 
Kenyon & Eckhardt; Lewis Galantiere, 
policy consultant, Radio Free Europe; 
Samuel C. Gale, v.p., General Mills; S. 
C. Hope, president, Esso Standard Oil 
Co. (N. J.); Chester Kerr, secretary, Yale 
University Press; Dr. Clyde K. M. Kluck- 
hohn, director, Russian research, Harvard 
University; C. B. Larrabee, publisher, 
Printers’ Ink; Harold D. Lasswell, pro- 
fessor of law, Yale University; Savoie 
Lottinville, director, University of Okla- 
homa Press; Charles G. Mortimer Jr., ex- 
ecutive v.p., General Foods Corp.; Theo- 
dore Repplier, president, Advertising 
Council; Victor Reynolds, publisher, Cor- 
nell University Press; Elmo Roper, public 
opinion consultant; Charles L. Rumrill, 
president, Chas. L. Rumrill & Co.; George 
N. Shuster, president, Hunter College; 
Edmund W. Sinnott, dean, Yale Univer- 
sity Graduate Scnool; Fred Smith, presi- 
dent, Fred Smith & Co.; Gerry Swine- 
hart, president, Carl Byoir & Associates, 
and Thomas J. Wilson, director, Harvard 
University Press. 


Circulation over 79,000 ABC 


Represented nationally by 
Texas QUALITY NEWSPAPERS, 
National City Bldg., Dallas 1, Tex. 
New York 


Inc., 


$14,000,000 GAIN SETS — 


NEW HIGH IN 


an all-time high. 


and find out why. 


Corpus Christi banks are bulging with money! 
Deposits December 31 were up $14 million over 
the same date in ‘51. Total: $130,703,200.21— 


BANK DEPOSITS 


All this after the biggest spending spree in 
Corpus Christi history, with department store sales 
up 23% for the year. 

To reach this able-to-buy market, alert adver- 
tisers used over 29 million lines in the Caller- 
Times last year. Write for new market data folder 


Cheorrs7eniseCaller-Cines 


CORPUS CHRISTI, TEXAS 
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This Week in Washington... Ee ee oe 


Attempt to Plug Cigaret Tax Loophole 


} 
| 
| 
| 


By Stanley E. Cohen | The surcharge was established 
Washington Editor | by a directive of former Postmast- 
WasHINnGTON, Feb. 26—Nearly | er General Jesse Donaldson on the 
four years ago, Congress acted to grounds that parcels which are 
wipe out a thriving mail order! carried outside regular mai] sacks 
business devoted to the shipment) involve special handling. 
of cigarets from low tax to high; In setting aside the surcharge, | 
tax states. 

In an effort to protect the high 
tax states from loss of revenue, 
Congress ordered shippers to pro- 
vide tax officers of the state of 
destination with the names of in- 
dividuals who received the low- 
price smokes. 

But Congress reckoned with- 
out the lawyers. 

In a last-ditch fight to protect 
its thriving business, one of the 
shippers defied the law. When 
state officials brought the case be-| of our facilities and our budget.” | 
fore the Supreme Court the e e e 
shipper convinced the justices that 
enforcement action had to be filed 
in the low tax state where his 
business was located. 

Rep. Thomas A. Jenkins (R., O.}, 
who sponsored the original bill, 
has an amendment to plug the gap. 
He says tax officers of 15 high 
tax states say they were losing 
about $30,000,000 before the origi- 
nal bill passed. They express fear 
that mail order sales will stage a 
big comeback unless Congress 
moves to adopt the Jenkins amend- 
ment. 


ment is reexamining the problem, 
and that no final decision will be 
made until he gets further infor- 
mation. 

In an interview in Columbus) 
Tuesday, Mr. Summerfield said) 
his organization is studying the 


delivery in residential areas. He) 
avoided a commitment, promising | 
only that 


produced a good deal of heat and 
relatively little light. Extremists on | 
one side are demanding Taft- | 
Hartley repeal. On the other, they 
are calling for basic policy changes, 
including provisions which would | 
abolish industry-wide bargaining. | 
While it is far too early in the 
game to predict the final outcome, 
this seems to be an item where Sen. 
Robert A. Taft (R., O.) will call 
the turn. Sen. Taft is sponsoring 
16 Taft-Hartley amendments, most 
of them technical in nature, none 
Federal Communications Com- of them involving basic policy | 
mission members got a host of changes. 
varied suggestions from a full day e e e 


“bull session” last week with mem- Lowell Mason, who is anxious to 
bers of the House Interstate Com-' have the chairmanship of the Fed- 
merce Committee. While commit- eral Trade Commission, summar- 
tee members probed for ideas! ized his philosophy in a notable 
which would eliminate red tape|talk before the New York State 
from radio and TV licensing, they| Bar Assn.’s anti-trust section last 
took the opportunity to offer com-| week. 
ments of their own. While the talk is largely a re- 
Some members felt FCC should | statement of the principles Mr. 
be more selective in giving out li- | Mason has enunciated many times 
censes. For example, Rep. William in the past seven years, it is about 
L. Springer (R., Ill.) questioned as good a document as any for the | 


| 


the wisdom of giving TV licenses| white House to consider when it | months, and that home mortgages 
to radio broadcasters. He took the| decides whether Mr. Mason is the | ¢"4 instalment credit will all be 


position that the two media are| man to wipe the dust off FTC. 
“competitive.” | Over the years, he has been! 
. . « |most appealing when arguing 
Postmaster General Arthur Sum- | against protracted litigation 
merfield has postponed indefinitely cases that could be settled through 
the effective date of a 20¢ sur- conferences and voluntary agree- 
charge which the department ex- ment. 
pected to place on odd-shape par- “Congress and the courts re- 
cels after April 1. | peatedly tell us the commission’s 


in| 


Mr. Summerfield said the depart- — 


possibility of restoring two-a-day | Bese 
everything possible |_ 
would be done “within the limit @apvietue 


| YAHOODY PICTURED—This Norge ad in 
House Labor Committee hear- Retailing Daily, telling about automatic 
ings on the Taft-Hartley Act have @ppliance developments, points out that 


| function is protection of the public 


'tion should rest on the calculated 


| before the year is over. 


(ad) man's best friend! 


... and look at the big dog carrying it! 


When sponsors want the most for that shrinking 
advertising buck, WBNS Radio comes to the rescue 
. . . with low cost per listener . . . and with more lis- 
teners than any other station in Central Ohio! And 
WEBNS is top dog with loyal listeners because it has 
top programming. Latest Pulse Ratings show ALL 
20 top-rated programs heard in Central Ohio are 
heard on WBNS! 


ASK 
JOHN BLAIR 


radio 


COLUMBUS, OHIO 


CBS for CENTRAL OHIO 


i'they are WGOV, Valdosta; WJIV, 


| phis, all in Georgia. Mr. Keller also 
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this is the first time the “little man who 
turns the light on and off in the refrig- 


|erator” has ever been depicted. J. Walter | ° 


Thompson Co. is the agency. 


interest, not punishment of re- 
spondents,’ Mr. Mason _ says. 
“Therefore, our choice of correc- 


effectiveness as well as the timeli- 
ness of treatment.” 
* s © 

Federal Reserve officials sug- 
gest that business men are tortur- 
ing themselves unnecessarily by 
worrying about the possibility that 
the Eisenhower administration will 
adopt controls over consumer cred- 
it. 

No one here is harboring any 
such idea. 

The real threat in the credit 
field, however, may be from high- 
er interest rates. With the gov- 
ernment refunding its long term 
debt at higher rates, many vebserv- 
ers believe the price of money will 
be going up during the next six 


more costly to buy. It’s part of the 
drive to prevent further devalua- 
tion of the dollar, but it may cause 
inconvenience for credit businesses 


Keller Heads Ga. Stations 
William H. Keller Jr., v.p. of 
WEAS, Decatur, Ga., has been 
promoted to president of all four 
of the stations which form the E. D. 
Rivers Jr. interests. Besides WEAS, 


Savannah, and KWEM, West Mem- 


will have charge of the stations’ | 
'time-sales office, Southern Televi- 


sion & Radio Sales Inc., Atlanta. | 
TV applications are pending before | 
the FCC for three of the stations. 
The one for WEAS has been with- 
drawn. 


(2 Name Kane Advertising 


The Marvel-Schebler Products 
division of Borg-Warner Corp., De- 
catur, Ill, maker of carburetors 
and power brakes, has appointed 
Kane Advertising, Bloomington, 
Ill., to handle advertising. Farm 
and trade publications will be used. 
The agency has been named also 
to handle advertising for Philip 
S. Olt Co., Pekin, Ill., maker of 
game and bird calls for sportsmen. 
Sports, outdoor and sporting goods 
dealer publications will be used as 
well as direct mail. 


Ritchie Promotes Two 


W. C. Ritchie & Co., Chicago pa- 
per package manufacturer, has 
promoted J. Harry Crones, presi- 
dent, to chairman, a new post. Al- 
bert S. Daniel, executive v.p. and 
treasurer, succeeds Mr. Crones as 
president. Mr. Danie] will remain 
as treasurer. 


Joins Meissner & Culver 
Richard K. Andrew has joined 
the staff of Meissner & Culver, 
Boston agency, as assistant art di- 
| rector. 


| Iron Fireman Campaigns 


#7 }\dens, The Saturday Evening Post 
and Successful Farming. Trade and) time he was editor-in-chief of the 


agency. 


57 


been named a v.p. of O. B. John- 
son Press Inc., New York lithog- 
rapher and printer. Mr. Maher 
created and edited “USA—The 
Magazine of American Affairs,” 
the NAM publication for general 
circulation which ceased one year 
after its initial printing. At one 


The 1953 advertising campaign 
for Iron Fireman Mfg. Co., Cleve- 
land maker of automatic coal 
stokers and oil burners, will use 
insertions in Better Homes & Gar- 


business publications will be used 


in the U. S. and Canada. as will|2°¥ defunct Liberty Magazine. 


\direct mail, newspapers, 24-sheet 


posters and radio spots. Co-op ad- NBC Film Promotes Keever 
vertising will include TV and mo-| 4 Weller Keever, for the past 
tion picture commercials. Joseph two years a sales representative 
R. Gerber Co., Cleveland, is the for the National Broadcasting Co. 
film division, has been promoted 
to sales manager of the central 
Maher Joins Johnson Press division for the department with 

Edward Maher, formerly direc- headquarters in Chicago. He suc- 


-|tor of publications for the Nation-| ceeds Richard G. Cahill, who has 


al Assn. of Manufacturers, has'resigned from NBC. 
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CENSUS 
105,438 


City Population 


To us SA means sales appeal, and sales appeal 
is exactly what your product will have in the 
Rockford, Illinois market if you advertise in 

4 the Rockford Morning Star and Rockford Reg- 
oe ister-Republic. Rockford has over 441 divers- 
ified industries, 749% home ownership against 
a 51% national average. It is one of the three 

y largest machine tool centers. Write for the 
= latest consumer survey of your product. 


\ 
= 127,379 A. B.C. CITY ZONE 


: 441,222 A.B. C. RETAIL TRADING ZONE 
ROCKFORD 
erg 


« 
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ROCKFORD MORNING STAR 
Rockford Register-Republic 


REPRESENTED NATIONALLY BY BURKE, KUIPERS & MAHONEY, INC, 


. ? 

bid 

BEST TEST CITY IN 
THE MID-WEST 


of all Canadian retail purchases 
are made in Ontario, and = 
the Toronto Daily Star influences. 
the buying habits of one out 
of every three Ontario households — 


ea 


naan? 80 King Street West, Toronto er 
y Tower Building, Montreal In United Stotes: Ward-Grifith Co. Inc 
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